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by EUGENE J. HARDY 








President Truman's inclusion of shoes in the list of commodities which 
he considers as having risen excessively in price has brought forth much comment 
among shoe men in the nation's capital. 


In the message accompanying the Republican voluntary anti-inflation 
bill Mr. Truman stated: "In the last six weeks, men's street shoes in Pitts— 
burgh have gone up from an average of $8.72 a pair to $9.38." 


This is not the first time Mr. Truman has mentioned shoes when dis- 
cussing the high-cost-of-living, and there has been considerable speculation as 
to his reasons for so doing. 


Undoubtedly, his experience in the haberdashery business has led him 
to follow the apparel field more closely. The fact that he mentioned men's 
shoes specifically in his most recent statement bears out this contention. 


But even more important is the flood of consumer complaints coming 
into the White House. A recent analysis of this correspondence, according to 
information received by BOOT AND SHOE RECORDER, shows that the price of apparel, 
including shoes, occupies third place on the list of consumer gripes, surpassed 
only by food and housing, including rents. Other commodities which consumers 
rank high on their gripe list include furniture, bedding and piece goods. This 
volume of mail concerning various consumer items is probably the primary reason 
for Presidential emphasis on many of them, including shoes. 


As to the voluntary allocation program being administered by the 
Department of Commerce, it is unlikely that any attempt will be made to work out 
a program for the shoe industry in the immediate future. Reason: major diffi- 
culty affecting shoe producers is the price of leather rather than availability 
of supplies. The new law does not authorize pricing agreements, but does 
provide for voluntary parceling out of scarce materials. 


An allocation program affecting shoes might be necessary later in the 
year if foreign hides are not available in sufficient quantities and/or unex- 
pected demand for hides and leather for the European Recovery Program should 
arise. 
































However, present thinking in Commerce indicates that if an allocation 
program should become necessary it would not go beyond hides and leather and 
would be likely to affect only hides and possibly direct the end-use of leather. 
There would be no attempt to obtain voluntary agreement on style limitations, 
distribution at any trade level, or any of the other wartime measures. 


If leather supplies become critically short during the year, the shoe 
industry can, under the new law, ask Commerce to underwrite a voluntary program 
for allocation of leather and other raw materials to shoe producers. Before any 
such program was sanctioned manufacturers would have to prove that leather was 
difficult to obtain. Legally, Commerce would not have to approve the program 
nor does the industry have to go along if the program should be initiated in the 
government. 


If a voluntary program is deemed vital to the ERP or to Administration 
anti-inflation measures and an industry or individual firm balks, Commerce will 
report fully to Congress, as provided for in the law, naming the recalcitrant 
industries or companies. It is this provision which may assure some degree of 
success for the voluntary program, according to government sources. 
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tlh of the Naawb 


M. S. WIGGINTON, vice-president 
of General Shoe Corporation, raises 
the interesting point that the much 
talked about “escalator clause,” 
doesn’t necessarily have to be a one- 
way street; in case of General, at 
least, it has definitely served as a 
two-way thoroughfare. 

“It has been pretty widely over- 
looked,” says Mr. Wigginton, “that 
the escalator clause, properly ad- 





ministered, works both ways. In 
our own business prices reached a 
high point in December of 1946, 
after which time, by the use of the 
escalator, we made two successive 
reductions. As a result, we didn’t 
get back to our December level un- 
til about October of 1947. 

“The implication, therefore, is 
very clear. Because we did have the 
escalator and invoked it downward. 
our customers, during the period 
from January to October, 1947, 
were actually getting shoes they 
bought from us at lower prices than 
they would have paid if we had not 
been operating under the escalator 
clause. ° 
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“For my part, I will certainly 
welcome the return of more stable 
conditions which will enable all of 
us in the shoe business to devote 
our time to our proper function of 
merchandising. rather than being 
in a perpetual turmoil over the price 
situation. This goes for manufac- 


turers and retailers alike.” 
co 7 * 


P. A. O'CONNELL, president of 
E. T. Slattery Company, Boston, 
Mass., says: 

“The year 1948 will present some 
very serious problems in operating 
policies. The first quarter will, in 
all probability, show a slight gain 
in dollar volume in non-durable 
goods but a decline in units owing 
to an early Easter. I am of the 
opinion that the second quarter will 
show a decline, absorbing whatever 
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gain may be made in the first 
quarter. The consuming public is 
resisting the higher prices. They 
are spending more dollars and re- 
ceiving less goods. They refuse to 
be squeezed any further. Every in- 
dication points to still higher prices 
for Spring, a continuation of which 


will lead to a recession and an ad- 
justment of prices downward. | 
look for an improvement for the 
late Fall of 1948 and a period of 
good business for at least two years 
afterward.” 
* o . 

SAUL COHN, president of the 
City Stores Company, New York, 
predicts: 

“Volume for the first half of 
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1948 promises to be equal or per- 
haps slightly better than the first 
six months of 1947. Prices in 1948 
will be influenced to a great extent 
by the unit volume of goods pur- 
chased by the Federal Government 
for world reconstruction and for 
national defense. As a consequence, 
some consumer goods may be 
priced out of the broader domestic 
market, due to shortages of do- 
mestic supplies. The relative scarc- 
ity of some types of goods and the 
greatly improved quality of mer- 
chandise in general will lessen the 
markdown problem. Retailing has, 
for its main expense, the cost of 
human labor. It is expected that 
this cost of service will increase. 
As a consequence, merchants will 
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be required to watch the number of 
transactions and the productivity 
per employe. They will be obliged 
to develop more highly trained op- 
erating and selling employes and 
simplify their way of doing busi- 


ness. 
* * 


JAY D. RUNKLE, vice-president 
and general manager of Crowley. 
Milner & Company, Detroit, Mich.. 
says: 

“Retailers are deeply concerned 
about the continued rise in prices, 


where there is already consider- 


able consumer resistance. They 
would feel a lot easier if the old 
principles of producing more for 
less were revived. Many com- 


modities are already priced con- 





siderably above the levels which 
will produce ready acceptance by 
customers, and yet, we are faced 
with even higher prices for Spring. 
It is essential that an orderly re- 
adjustment of prices be brought 
about item by item, whenever and 
wherever possible. A sudden or 
general price drop is highly danger- 
ous and may lead to serious dis- 
locations of our whole economy.” 


DR. FREDERICK W. MUELLER. 


JR., assistant dean of DePauw Uni- 


versity’s commerce college, speak- 
ing before the Chicago Junior As- 
sociation of Commerce recently. 
forecast a general break in price 
levels by mid-1948. He names as 
chief causes of high prices the gov- 
ernment’s labor policy, the foreign 
crisis and the discarding of finan- 
cial truisms. He stated that neither 
of the two big political parties has 
a program which adequately deals 
with the basic problem of inflation 
and in view of this, he believes that 
prices will continue to rise for the 
next several months. Then, the in- 
evitable drop will come, as the pub- 
lic will no longer be able to pay 
the ever-rising prices. 
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F. M. MAYFIELD, president of 
Scruggs-Vandervoort-Barney in St. 
Louis, Mo., says: 

“Dollar sales volume for Spring 
1948 should increase, with unit vol- 
ume probably slightly less. Prices 





will be higher and consumer re- 
sistance will steadily stiffen. We be- 
lieve inventories should be kept in 


hetter balance . . . Wage adjust- 
ments to meet increased costs will 
make that the major store problem. 
Operations will be more difficult but 
it should be an exciting year.” 


* * . 


ISAAC LIBERMAN, president of 
Arnold Constable & Company, New 
York, says: 

“Retail business in the first part 
of 1948 will keep pace, dollar-wise, 
with the first part of 1947 but, in 
view of constantly rising prices, 
there will be a decrease unit-wise. 
The decrease in units should be 
warning to the retailer, particularly 
in the soft lines. It means that the 
customer, who is obliged to buy 
fewer things, is displaying increas- 
ing caution and making certain that 
each item has quality and style.” 





THE publication PRINTERS’ INK 
in its “SO YEARS Aco” column in the 
December 1947 issue, reprints a 
very interesting and pertinent para- 
graph in re the Boot anp SHOE Re- 
CORDER: 

“The holiday number of the 
Boot anp SHOE ReEcorRDER (Bos- 
ton) consists of 348 large pages, of 
which 198 are devoted to advertis- 
ing. It is asserted by the publishers 
that this is the largest trade paper 
ever issued in any country.” 

Not a bad record, even for the 
year 1897—that lush period that 
gave reason and basis to the nos- 


talgic term—“The Good Old Days.” 
+ 





H. D. HODGKINSON, vice presi- 
dent and general manager of Wil- 
liam Filene’s Sons Company, Bos- 
ton, Mass., says: 

“The year 1948 can be a great 
one if we take leadership with con- 
fidence and firmness, avoiding an 
ostrich-like attitude; plan clearly. 
be flexible financially and use ag- 
gressive selling of new and revolu- 
tionary types. One factor should 
be stressed more than any other— 
namely, productivity in relation to 
physical units of merchandise.” 








"Do | take it, Sir, you don't care for our line?" 
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(ioral outlook 


~ Turn on the Power of Truth 


THERE is undoubtedly a sound core of truth in the ob- 
servation, so frequeutly heard in comments on current 
business conditions, that the real cure for our inflation- 
ary ills lies in greater production of the kind of goods 
needed and now in short supply. Such increased pro- 
duction, it is generally held, would tend to ease infla- 
tionary pressures and lower prices by bringing about a 
better balance between demand and supply. 

It seems doubtful to some observers, however, whether 
increased production, in and of itself, can provide a 
complete solution. Unless the distribution set-up is like- 
wise perfected to a point where goods produced can 
move rapidly into the hands of the people who need 
them, increased production could conceivably fail to 
accomplish the desired objective of providing a balanced 
economy. Unless it is supported by efficient and eco- 
nomical distribution, increased production could, in 
some industries, produce problems of its own fully as 
difficult as those that have resulted from our post-war 
inflation. 

Although production in the shoe industry showed a 
considerable decline in 1947 and may, in the opinion of 
some trade analysts, show a further decline this year, 
that condition is not due to any lack of ability to pro- 
duce or primarily to the shortages of materials that 
have existed. It is rather to be attributed to the gradual 
replacement of retail inventories which had reached a 
low point at the end of the war, and to a decline in pair 
sales at retail due to high prices. Retailers held off buy- 
ing Spring shoes for a time because they were uncertain 
of how many pairs they could sell at higher price levels 
and not sure how long these levels could be maintained. 
So, in the shoe industry at least, it appears that infla- 
tionary prices have been a cause operating to hold back 
production rather than a result of failure to produce 


enough. 


WHILE overall production of shoes registered a sub- 
stantial decline in 1947, total sales of shoes to consumers 
declined even more. Until sales of footwear can be in- 
creased by stimulating consumption, increased produc- 
tion would have little to offer in the way of a permanent 
solution. True, if manufacturers continue to make more 
shoes than retailers can sell at present prices, the over- 
stocks may eventually ease the strain on consumers’ 
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pocketbooks for a time, while the surplus is being dis- 
posed of at whatever prices the shoes will bring. But 
that sort of merchandising adjustment always tends to 
disrupt the orderly processes of distribution and pro- 
duction. 

Under these circumstances, the shoe trade has the 
alternative of waiting for the situation to work itself out 
through the inevitable action of economic forces, or 
of trying to do something immediate and construc- 
tive at the selling end to break the deadlock, increase 
demand for footwear and thereby halt and reverse the 
decline in sales and production. Everybody knows that 
isn’t going to be an easy thing to do. But by the same 
token most shoe people believe it can be done if the 
right sort of intelligent effort is applied to the problem. 
That fact is hardly open to question for the simple rea- 
son that it has been done, time and again, in other in- 
dustries faced with similar problems. And the tools 
with which it can be done are advertising and sales pro- 
motion. 


THERE never was a time in the shoe business when 
good advertising, properly planned, effectively produced 
and carrying a convincing ring of truth and sincerity, 
was as essential as it is today. Judging from the Spring 
and Summer ad plans of representative shoe manufac- 
turers, as announced elsewhere in this issue, we believe 
the industry is alert to the challenge and the opportunity. 

Most shoe men recognize that, regardless of what 
overall production and sales charts may show for 1948, 
some manufacturers and merchants will go ahead and 
others will fall behind. They also know, if they stop to 
think, that generally speaking, the ones whose efforts 
will be crowned with success will be those who offer the 
right kind of merchandise, backed by advertising that is 
sincere, honest and convincing. 

There is a temptation in these days, when prices are 
rising and quality sometimes isn’t quite up to the mark, 
to indulge in exaggeration and overstatement in adver- 
tising copy. That sort of thing, we believe, almost al- 
ways defeats its purpose. Over the years the shoe trade 
has had a pretty clean record in this regard and there’s 
no greater asset any industry can possess than its repu- 
tation for honesty and integrity. Misstatements about 

[TURN TO PAGE 143, PLEASE] 








TO BUILD AND HOLD UNIT SALES. 


SHOE ADVERTISING MUST BE 
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The old line shoe advertising manager was a realist. He was interested in “New Treat- 
ment,” but demanded that each ad SELL SHOES. 


IN “normal times,” between the close 
of one calendar year and the start of another, there is 
usually a period of anxious waiting, a week or two of 
expectancy for advertising departments and for adver- 
tising men. These can be dog days indeed, with the 
whole department’s tempers on edge, and temperaments, 
of which every advertising department can claim its full 
share, flaring up in perennial flame. This, my friends, 
is the “budget week” and long lists of carefully compiled 
figures have been totaled and sent forward to a board of 
directors for approval . . . most of them are promptly 
returned. It’s the advertising man’s week of good resolu- 
tions, more careful media selection, yes, and better, more 
practical copy, too. Solemn are the promises that the fat 
will be trimmed away and more punch put into next 
year’s advertising effort, as the future of the company 
program and advertising personnel hang in the balance. 

Brand names die, as boards of directors, with a stroke 
of a blue pencil strike their advertising appropriations, 
the life blood necessary to keep brand names alive, from 
operating budgets. Sales managers threaten dire conse- 
quences if more power is not fused into the advertising 
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of their brands. It’s the season when new brand names 
are born, with the advertising man’s enthusiasm at flood 
tide, making up for the pitiful size of the advertising 
and promotion budget allotted to help them see the light 
of day. 

But soon the figures are in, and the shouting and the 
tumult die, and quiet returns to the advertising depart- 
ment office. That’s when the real down-to-earth planning 
for the coming season is done. Suddenly the same pres- 
sures reassert themselves, the same mistakes are very 
apt to be made—mistakes in analyzing the market and 
its potentialities, errors in the planning, writing and de- 
signing of the advertising copy with which to reach it. 

In recent years, these “sweating-out” periods have not 
been so numerous, nor so severe. It might be conducive 
to the long-term good health of advertising if a new 
course of them should be instituted. During the war 
years, too many advertising managers became “gentle- 
men” or “professional men,” if you will, and what’s more 
they know it. Modern shoe merchandising methods 
of themselves have seemed to indicate that the day of 
the old breed of shoe advertising managers had passed. 


Boot and Shoe Recorder 











es 
»d 
1g 
ht 





HARD-HITTING and PRACTICAL 


Unusual Merchandising Conditions Have Caused Shoe Adver- 

tising to Miss Its Objective, “Extra Sales”. The Generation- 

Old Formula—COMFORT, V ALUE, and STYLE, with Intelli- 

gent Emphasis On Style Can Transform the “CHOICE” Into 
That “EXTRA SALE” We Need So Badly. 


Very often it was considered better for an advertising 
man never to have sold a pair of shoes than to risk being 
accused of being “too close” to his product. But in- 
formation emanating from the advertising departments 
of shoe manufacturers the country over reports that 


“budget week” this year saw much beating of breasts and 


that the “gentlemen” of the shoe advertising fraternity 
finished ’47 chastened and full of determination to make 









shoe advertising more practical and workable. 

And will this be a good thing? Even the most inflex- 
ible of the slide rule boys who have reduced advertising 
to a formula agree that figures don’t always add up, and 
acknowledge that the adipose growth which developed 
when advertising managers became “gentlemen” slowed 
down the speed and efficiency of contemporary shoe ad- 

[TURN TO PAGE 139, PLEASE] 
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“My customer from lowa was 
busy writing his staple Spring 
sizes when Miss Gush stopped 
him cold with an illustrated 
lecture on the ‘New Look’.” 











It’s easier for the salesman to sell shoes with an established 
name, but there’s a job to be done at the point of sale in 
educating women customers. Men are more brand con- 


Recent months have seen many changes in the 
buying habits of the nation. The shopping dollar has 
shrunk and both Mr. and Mrs. America are spending it 
cautiously. The welcome words “I'll take it” have been 
replaced by the careful words, “I'll think about it.” 

Two years ago they would buy washers, nylons or 
scap sight unseen, and be glad to get them. But today 
they’re looking for these things plus guaranteed quality 
and durability. They are insisting on values which are 
represented by the well-known brands and they are 
willing to wait almost indefinitely for them. 

Never has the established brand name been so im- 
portant. It is a trend which cuts through industry lines 
-—nothing from shoes to shingles is exempt. Part of this 
new brand consciousness was developed during the war 
when people were on the move from coast to coast. Quite 
naturally they sought the brands with which they were 
familiar. National brands served as a buying magnet 
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scious, as proved in the Greenfield Experiment last October, 
when 79.4 per cent of the men insisted on a particular 
brand of shoe. as against 534 per cent of the women. 


which attracted millions of new customers into stores 
featuring these brands. At least as influential was the 
experience of literally millions of Americans who tried 
unknown or substitute brands during the war and got 
“burned” with merchandise which simply didn’t measure 
up to the standards set by leading brands. 

A few months ago Brand Names Foundation, a non- 
profit educational institution supported by advertisers, 
advertising agencies and advertising media, collated 
field surveys made in 25 American cities and found that 
57.1 per cent of the opinion leaders (doctors, lawyers, 
teachers. clergy, etc.) in those centers insisted on a par- 
ticular brand of shoes, while 33.2 per cent would accept 
only certain recognized brands. Only 9.7 per cent were 
“brand indifferent.” 

Men are more brand conscious than women in buying 
shoes. During the “Greenfield Experiment” in October 
when the Greenfield Chamber of Commerce in coopera- 
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Never Has a Familiar Name Been So Important in Helping Consumers Select 
Merchandise With Assurance That They Know What They Are Getting. 


tion with Brand Names Foundation sponsored an inten- 
sive two-week brand education and promotion program, 
Fact Finders Associates, Inc., made a comprehensive 
survey of Greenfield’s buying habits. They found that 
60 per cent of the people in Greenfield do almost all 
their shopping by brand, with 79.4 per cent of the men 
and 53.4 per cent of the women insisting on a particular 
brand of shoes. 

The retailer has nothing to lose and everything to gain 
from a trend toward buying by brand. In the first place 
national advertising of manufacturers’ brands pre-sells 
merchandise. The customer who has seen the name time 
and time again is impressed with the prestige of the prod- 
uct. If he is familiar with it, half of the retailer’s job is 
done for him. Advertising expenditures in magazines 
alone by manufacturers of brand name shoes have in- 
creased from 2.3 million dollars in 1940 to an estimated 
0.5 million dollars in 1947, a gain of almost 400 per 
cent. It is not too optimistic to predict that a better inte- 
gration of brand merchandising at the retail level with 
messages of national advertising could increase the ac- 
complishment of the total advertising dollar as much 
as 50 per cent. 

In many ways a manufacturer’s brand name is an un- 
written contract which includes a pledge to “make good” 
on the promises which he makes for his product in his 
advertising. This does more to protect his brand name 
than anything else he may do. As one national manu- 
facturer pointed out not long ago, he can replace his 
buildings, his equipment, even his personnel—but if the 
reputation of his brand name is damaged, it takes years 
to repair. 

Brands build loyalties. Consumers have learned that 
they can save shopping hours buying by brand, and 
they’ve learned that by buying a familiar brand they 
know what they’re getting. This repeat demand can be 
relied on to level off inventories. It means fewer mark- 
downs and a steady turnover. And the dealer who stocks 
nationally advertised brands has at his disposal national- 
ly tested selling methods which have been applied in 
hosts of retail stores. 

In deciding between branded and unbranded stock 
the price element is highly important. With the recent 
rise in prices, it has been proved that the manufacturers 
of nationally branded goods have held the price line 
much better than the makers’ of unbranded items. Be- 
cause their merchandise is identified by familiar brand 
names and widely advertised, they not only feel the 
responsibility for quality and durability, but also for 
fair pricing. They raise prices only when there is no 
alternative, knowing that it means losing customers. The 
St. Louis Shoe Manufacturers Association, comprised 
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by 
ARTHUR BRASHEARS 


Director of Informational Services 
Brand Names Foundation, Inc. 


largely of national manufacturers, reports that its mem- 
bers have increased prices on an average of 26 per cent 
since 1941, while the Department of Commerce figures 
show a 52 per cent price increase in all footwear during 
this period. 

As part of its enlarged program of brand names edu- 
cation the Foundation has recently expanded the scope 
of its activities and services in the retail field. A com- 
prehensive advertising and merchandising manual, “Plus 
Profit Power In Your Brand Names Policy” was pre- 
pared and distributed in September to more than 2000 
retailers all over the country. It describes the advan- 
tages of all-out brand names promotion and illustrates 
how a number of stores have carried out this policy with 
marked success. Samuel J. Cohen, sales manager of Lit 
‘rothers Department Store in Philadelphia, a consistent 
brand names store, and Chairman of the Retail Advisory 
Committee of the Foundation, supervised the prepara- 
tion of the booklet. 

Studded with examples of brand name merchandising 
and advertising campaigns by retail stores in all sections 
of the country, the portfolio explains how retailers can 
capitalize on the demand for branded products. 

Through all forms of media—press, radio, magazines 
—and through women’s clubs, schools and public 
forums, the Foundation is constantly emphasizing these 
fundamental brand name benefits: 

1. Brand names are manufacturers’ pledges that they 

will stand back of their products. 

2. Consumer loyalty to widely advertised brands sup- 

ports low-cost mass production. 

3. Competition between brand names makes for con- 

stant product improvement. 

4. Brand name knowledge, learned through advertis- 

ing, saves thousands of dollars of shopping time 
each year. 


ul 


. Brands and advertising stabilize employment. 

6. The brand system and advertising provide maxi- 
mum opportunity for free choice and the satisfac- 
tion of individual taste. 

7. The informative process of advertising provides 
the revenue that guarantees an independent press 
and radio. 

As a result, hosts of retailers and consumers are 
realizing as never before that two good names are better 
than one. The good name of a store identified with well- 
known manufacturers’ names inevitably means greater 
satisfaction for consumer, retailer and producer. 
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WHAT MAKES = 


. 
A 00D BRAND NAME ¢ 


Selecting a Name Which Will Appeal to the 
Buying Public Involves an Ability to Grasp 
the Essential Character of Your Product and 
to Express It in an Easily Remembered Form. 





Mr. Cable is an expert of 27 
years’ experience in the shoe 
business, during which time he 
has studied brand names from 
the vantage points of sales, sales 
promotion and advertising. 





ARE you looking for a brand name 
for your new product or line of 
shoes? A name that wins popular- 
ity quickly, wears like a good neigh- 
bor and still retains its wallop down 
through the years? This article 
promises you two things. First, that 
you will NOT find a magic solution 
in it; second, that after reading it, 
you MAY find some of the hurdles 
a little lower and easier to clear. 
Naming a product isn’t as easy as 
naming a baby. Parents have only 
themselves to please. You have a 
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host of dealers, plus as many mil- 
lions of consumers as you dare con- 
sider as your market, to win, to en- 
thuse, and to hold. Like naming the 
baby, though, you have to live with 
the name of your product, so here 
are a few opinions, observations, 
and experiences learned the hard 
way: 

Whether the name you select is a 
proper name, firm name, a Win- 
chell-ized concoction, or Zilch 
spelled backwards, you must first 
have a product of quality, with more 
than a fleeting demand to back it 
up. That a good name is an invalu- 
able asset to a good product, how- 
ever, cannot be denied. In the 
history of manufacturing, shoes in- 
cluded, there are innumerable in- 
stances of products which could 
have obtained greater public accept- 


by M. H. CABLE, 


Advertising Manager, Roberts, 
Johnson & Rand Division, In- 
ternational Shoe Company. 


ance had their names been more 
appealing. 

Trying too hard to be clever is 
probably one of every brand name 
creator’s greatest pitfalls. It is well 
to remember that a brand name, 
like any public servant, must appeal 
to its constituents. Even with a shoe 
priced to sell to the class trade 
rather than the mass trade, the 
dreamer-upper of a trade name 
should realize that a portion of his 
clientele, at least, may be new to his 
price bracket, with an intellect far 
removed from the Shakespearian 
level. 

Why not, then, approach the task 
basically and develop possibilities 
from the simple available factors. 
For the time being, forget to be 
clever, ethereal, or fanciful. A set 

[TURN TO PAGE 96, PLEASE] 
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DIRECT MAIL ADVERTISING 


- A KEY TO PROFITS 


The Well-Planned Mailing Can Be a Source of Extra 


Business to the Alert Shoe Retailer Who Knows How 


IN the use of direct mail advertis- 
ing, we can control the list to whom 
we send our advertising literature. 
In this way it is possible to spend 
our advertising money more wisely 
—and ultimately to get better re- 
turns. 

Building the list is the first and 
most important step in a direct mail 
campaign, because no matter how 
elaborate and effective advertising 
literature may be, it is absolutely 
useless if it is going to the wrong 
kind of prospects. Now, let’s see 
how we can find the right names. 
First of all. and this method is over- 
looked by most manufacturers and 
retailers, is our own list of custom- 
ers—people with whom we have 
been doing business. These names 
may be obtained from our ledger or 
by taking names of customers when 
they have made a purchase. A rec- 
ord should also be kept of the size, 
width of shoe bought, the kind of 
shoe and other pertinent informa- 
tion which the retailer thinks will 
be of benefit in any future approach 
or contact with the customer. In 
this way, we cement the relationship 
between store and customer, because 
the customer senses that the retailer 
is taking an interest in him. 

The next most logical list is that 
of the inactive accounts—people 
with whom we had been doing busi- 
ness, but who for some reason or 
other have become inactive and 
have not bought for some time. 
These names should be separated 
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to Use This Inexpensive But Most Effective Medium. 


by M. B. PEARLMAN 


from the regulay customer list be- 
cause we may want to send out liter- 
ature different from that which we 
send to our regular customers. 
Lastly, the third most logical list 
of names would be outside list 
sources, such as telephone direc- 
tories, city registration lists, school 
lists, births and marriages—and 
other specialized lists which may be 
used for different occasions—and 
which can be used very effectively 
if we concentrate upon each of these 
specialized lists and send out direct 







mail material which is addressed to 
each one of these lists on a personal 
basis. In other words, if you ac- 
quire a school list and you want to 
send direct mail to students before 
the opening of school, your adver- 
tising should have the atmosphere 
of school and should not be material 
which has been sent out to another 
list and used again simply because 
you had some folders left over from 
another mailing. It may cost a little 
more to make up different mailings 

[TURN TO PAGE 98, PLEASE] 
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There never was an alligator like this, but no window shopper missed the point nor failed 
to see the alligator leather shoes in New York’s Oppenheim, Collins store. 


Modern Window Trims Designed 


Grotesque, Humorous or Classic, the Skillful Designer, 
Accurately Sensing the Need for More Intensive Pro- 
motion, So Designs His Trims as to Attract Atten- 
tion, Convey a Message and Loosen the Purse-Strings 


Weird gnomes engage in something ap- Below, this life-size scene depicted a typical retail operation—lady customer 
proximating the shoemaking process in waited on by three salesmen bearing shoes on cushions; her exhausted swain 
this Delman, New York window. One about to pass out. The brain child of Allen Shirek, in charge of women’s 
postures on a glorified cobbler’s bench; shoes for the May Co., Los Angeles, with assistance from Stanley Thompson, 

another atop a box for his tools. display director, and Mrs, Frances Corey, advertising and publicity director. 
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Giant, daisy-shaped fixtures of metal, plus hang- 
ing stirrups of the same material go far to 
make this window unusual and attractive in 


appearance, and probably not too expensive for 
York. 


the store’s budget—Roaman’s, New 


to Tell a Stor 


The authentic Keith plaid, used in the foreground as well as in the 
frame of the plaque, made an effective trim recently in the W alk-Over 


store at 378 Washington Street, Boston. 


Store Manager Harold C. 


Sandstrom was the originator. 


WIDELY varicd window treatments 
appear in the shoe windows of the 
country as the need for more in- 
tensive promotion becomes evident. 
The ones shown here, conceived and 
executed by window trim artists in 
three of the country’s large cities. 
range in motif from the grotesque. 


through the humorous to the almost 
severely classic. They all attract at- 
tention; some of them tell a whole 
story; some serve to emphasize a 
trade name or brand; others content 
themselves with showing the mer- 
chandise in an environment of that 
style and beauty which is character- 


The White Queen, March Hare and a somewhat distraught 
little Alice, all straight from the pages of Lewis Carroll's classic, 
were constructed to help New York's Saks-Fifth Avenue intro- 
duce their own “Alice in Wonderland” shoes—designed to 
complement the “New Look” in clothes. 


istic of the shoes themselves. 
While too elaborate and probably 
too expensive for use in many 
stores, they nevertheless point the 
way to the use of new fixtures, fig- 
urines and dais-like platforms for 
the display of early Spring styles. 
Backgrounds take on an added 
closed-back 


schemes which 


importance in store 


fronts and color 
complement shoe colors and, at the 
same time, throw them into high re- 


lief, are basic needs. 


This unique, concentric-circle 
display unit, made more strik- 
ing by the insertion of the units 
in rectangular wood frames, was 
used recently in Saks-Thirty- 
fourth Street, New York. 
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IT’s no news to shoe men, particu- 
larly those from the South Central 
and Southwestern states, that cow- 
boy boots have reach-d volume pro- 
portions. Men’s wear stores selling 
rancher outfits, dude and otherwise. 


These Adaptations 
Have All the Flash and 
Color of the Western 
Boot, but Are Prac- 
tical, Wearable Types. 


Ps: 
e 


and the more expensive, floridly 
decorated stock man outfits are look- 
ing to the biggest season they have 
ever had. In the East it’s dude 
ranch weekends with levis and bright 
wool shirts. Out West it’s the same 
bright wool shirts and richly em- 
suede 


broidered gabardine and 


COWBOY STYLE 
“Gets Off Its High Horse” 


jackets and irousers. .. . . All over 
the country, it’s a growing market. 

In shoe merchandising, cowboy 
boots have been generally consid- 
ered a luxury proposition, with the 
sky the limit that the flush Westerner 
will pay for the kind of color, 
stitching and tooling he seeks. Cow- 
boy boots, except for the cheaper 
stitchdown variety favored by the 
youngsters, are difficult for the shoe 
manufacturer to make at a price that 
will permit volume selling. But, 
reports from the Western part of 


[TURN TO PAGE 141, PLEASE] 
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Right—Smaller, but compel- 
ling as a compact, hard-hit- 
ting unit, is this window of 
Park-Brannock shoe store in 
Syracuse, N. Y. The arrange- 
ment indicates flexibility and 
adaptability of the display. 


ibove—Here is the Holiday display as 
it was presented by N. Hess’ Sons, in 
Baltimore, Md. Skin-covered tables 
and wood panel background provide 


pleasing masculine embellishments. 


The Fontius Shoe Company, 
in Denver, Colorado, gave another 
variation of the display, suggesting 
travel and foreign parts with model 
airliners and globes. 


Belou 


Above—R. H. Fyfe & Company, 
in Detroit, Michigan, pyramided 
its shoe models around the 
centerpiece. An added touch 
was the. spreading of actual 
copies of the magazine in a 


central position. 


E VERY shoe store which deals in nationally advertised 
merchandise is the possessor of a rich source of poten- 
tial consumer drawing power. For the retailer to ignore 
the values inherent in shoes which have been widely ad- 
vertised not by but for him, 
negligence. 

One of the most effective sale-producing ways of 
throwing the retail shoulder behind the effort to sell 
nationally advertised goods is the window display built 
around the advertising as it appears as well as around 
the merchandise which is advertised. A recent success- 
ful example of this type of promotion is the display of 
the E. T. Wright Shoe Company, which employed a two- 


is an act of economic 
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page, two-color advertisement which was featured in 
Holiday magazine. Distributed to 24 shoe stores located 
in as many leading markets throughout the country, the 
display included a centerpiece of an enlarged reprint of 
the Holiday cover, the advertisement as it was shown in 
that issue, and several auxiliary placards as shown on 
this page. 

“All 24 stores applauded the results of this cam- 
paign,” Leo McCarthy, sales manager for E. T. Wright, 
announced. “The success of this promotion emphasizes 
the importance of letting prospective buyers know where 
the goods they see advertised nationally may be bought 
locally.” 




















OPEN 


CLOSED? 


What's the Verdict 
for Spring ? 
Merchants Look for Bulk of Spring Busi- 


ness in Open Shoes. Growing Trend Toward 
Closed Patterns to Show Strength by Fall. 


by ELEANOR M. RUTTY 
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New treatment of 
e ‘ closed low heel wedge 
with soft round toe. 
From Johansen. 






> 
a 
Opera pump basic 
closed shoe for year- 
. *round wear. Geller. 
* 
< ee 
® 
© 
¢ > 


Dress@-by-@ Mollie 
Parnis af Parnis- 
Livingston... Photo- 
graph, The New 
York Times. 


“To every action there is an equal and opposite re- 
action.” In style, as in other fields of human endeavor, 
the old law of physics continues to hold good. When 
the pendulum has swung as far as it can go in one 
direction, it starts on its journey back. Take, for in- 
stance, the case of open and closed shoes. During the 
war years the open shoe had become such a universally 
accepted style that those of us who wanted a closed pump 
could hardly find one. Once found, it became a trea- 
sured possession. 

So far did the pendulum swing in the direction of 
opened-up patterms that it was bound to start back the 
other way. Just that is happening now, and, if fashion 
leaders have their way, it is likely to swing just as far 
in the opposite direction before it settles down midway 
between the extremes, in a place where the average 
woman will feel that she can wear either an open or a 
closed shoe, depending on the occasion and the costume. 

As we all know, there are several good reasons why 
the shoe with open toe and back, once it was accepted, 
became a perennial favorite. In a national survey made 
by THe Recorper in April, 1941, this question was 
asked: “What are the points which customers find de- 
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sirable in open-toed shoes?” The answers given were 
exactly what women would say today—more toe room; 
coolness; style appeal; flattering appearance, making 
the foot look shorter by allowing women to wear shorter 
shoes; ease in being fitted. Although open backs, at 
first, were a failure, they became as popular as open 
toes, once designers and manufacturers had learned 
how to make them fit securely. This was accomplished 
by introducing new lasts with shorter measurements 
from ball to back, and wider heel seat and a different 
angle of temsion on the back strap. 

Interested in knowing the present status of open shoes, 
Tue Recorper recently sent out another survey to lead- 
ing retailers across the country. Combining their an- 





swers with those of a representative group of shoe 

manufacturers, we have arrived at these conclusions: 
High style stores, we find, are still thinking in terms 
of more opened-up shoes than all-closed for Spring, 
although for Fall, they say, the proportion will probably 
change. Estimates of their Spring stocks range from 
80 to 60 per cent open. In other stores carrying style 
shoes but, in general, more conservative in character, 
the estimate went as high as 99 per cent and as low as 
55, in opened-up shoes. Taking the average of the 
reports received from stores covering the country from 
California to Massachusetts, we arrived at these figures: 
78 per cent for opened-up shoes, leaving 22 per cent for 
[TURN TO PAGE 100, PLEASE} 
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Interesting interpreta- { 
tion of the closed shoe 


New version of ' 
; ankle strap with } 
closed toe and j 


with opened-up vamp. i — —— j 
W alkover shoe by Geo. 1 , . 
Closed toe, closed E. Keith Co. 
back, open vamp ankle > 
strap, impor- 
tant pattern. Fox 


basic 
Shoe Mfg. Corp. 

















Cleverly com- 
bined, closed 


toe with open j 

beck and vamp. |; 

From Pincus & / 
Tobias. j 


/ 
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CAPTIVATING HIGH WEDGIES 


$ 
...to retail profitably at about 6 


A GREAT NATIONAL ADVERTISING PROGRAM IN 


e MADEMOISELLE 
e SEVENTEEN 
e JUNIOR BAZAAR 
e CHARM 
e CALLING ALL GIRLS 
e GLAMOUR 


WILL HELP YOU PROMOTE AND SELL 
ple FOR SPRING TO THE WOMEN OF AMERICA! 


SHOE CORPORATION «¢ 47 West 34th St.. New York 1, N.Y. 


FACTORIES: Long Island City, N. Y. * Auburn, Me. - SHOWROOMS: New York, Marbridge Bldg. 
Webster, Mass. * Brooklyn, N. Y. Chicago « Los Angeles + Dailas 
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Yy national advertising 


sells 


ALL TyPes 


of women 





Again this spring, Vitality 
advertising continues in 6 leading 
national magazines. Advertisifig to 
women of all ages, all types, all 
activities! The total circulation is 
so inclusive that it averages 42,707 
readers every hour, every day of 


vour spring selling season! 


Girls of 16 to women of 60... 
in all vicinities . . . will see this 
persuasive advertising again and 
again. More to the point, they 
will-be looking for the finer store 
in their community that features 
Vitality Shoes. So, the closer the 


association between Vitality 





advertising and your promotions, 
the greater will be your traffic 


and the sales in your store! 


all shoes 


A Truly Nationally Advertised Line 


Complete Range of Sizes and Widths 





Made by America’s Largest Shoemakers 





VITALITY SHOE COMPANY «© Division of International Shoe Company «+ ST. LOUIS 3, MO 
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ESPECIALLY WHEN YOU CAN GROW SO FAST * 


a 
Myf 








orn late 30s 
7 times 


¥ give new life to your business with the shoe that’s 
giving new comfort and smartness to millions of feet 


—Conformal Shoes, the only shoes in the world with ; 
the exclusive built-in plastic arch that is custom-fitted “ 
to the individual foot. 
C 
Made by the World's Largest Shoe Manufacturer 
| 
C0 Cl 
QAMAL SHOE T..owsne | 
(CONF | 
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Advertising Power 


SHOE CREATIONS 
The magazines we have scheduled for Spring, 1948, posed for this pic- 
ture... but it might just as well have been a photograph of 60,000,000 
women, because that’s the number of readers these magazines reach. 


Consistent, power-packed national advertising backed by beautiful 
Styles and outstanding values, is a combination that is constantly 
building sales and prestige for our dealers...a combination that is a or ae 
creating increasingly stronger consumer acceptance and demand for 
MARQUISE, JACQUELINE, CONNIE, NATURAL POISE and PARIS 


FASHION SHOES. 
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>HL SHOE COMPANY 


S Washington Avenue ¢ Saint Louis, Missouri 


rom 
- 6 














\. NATALIE 


NATALIE. High and cu- 
ban heel in Black kid 
suede, Black patent leath- 
er, Navy calf. High heel 
in Red ard Kelly Green 


ADELAIDE 





ADELAIDE. Black, Brown, 
Gray and Balenciaga suede, 
Red, Kelly Green, Royal 
Blue kid, $3.25. Silver and 
Gold kid. $5.00. 





BARBARA. High and cu- 
ban heel in Black patent 
leather, Red, Navy and 
Black kid. $4.90. 





TRIX. High and cuban 
heel in Black patent 


On Display at STELLA. Black, Gray, 


leather, Red, Kelly Green TUT UEUUU MGR sucde, hed, Kell, Cecen, 
an avy calf, ac ’ ’ nm, 
suede. High heel in HOT. BENJ. FRANKLIN Fuchsia and Purple kid, 
Brown suede, Purple kid. PHILA. Suite 4 $4.75. Silver kid, $5.85. 
All $4.90 except Purple . Suite 458-59 Gold kid, $6.85. All 23/8 
we ee. JANUARY 25-26-27 ats 


High heels! Cuban heels! Ground-loving Balleteenas! Here... 
for spirited spring promotions . . . is the most richly colorful, most 
widely advertised line we have ever presented . . . with the accent, 
as usual, on the new and UNusual. Delivery February. 

Coming to New York? Be sure to see “The Miracle on Duane 
Street". Pardon our enthusiasm—what we mean is, be sure to 
visit our new showroom .. . it’s simply breath-taking. So do let 
us welcome you . . . soon. 


lester pincus shoe corp. 


1-135 Duone St., New York 13 + Chitago: 189 West Modison St. + St. Lowis: 1315 Washington Ave.-+ Los Angeles: Room 710, Hoos Bidg 


N & M widths 
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NAOMI. Black, Brown, 

Red, Kelly Green, Gray, 

Balenciaga and Navy 
suede. $3.35. 


ISABEL. Gray and Kelly 
Green kid suede, Navy 
kid. $4.85. 








NATIONALLY ADVERTISED 
IN CARMEN. High and cu- 






ban heel in Black patent ISABEL 
VOGUE leather, Navy calf. High 
. heel in Red and Kelly 
HARPER'S BAZAAR Green calf, Purple, Fuch- 
GLAMOUR sia, Mexican Multi, 
Brown and Tan Ombre 
| SEVENTEEN and Blue Ombre kid 
$4.90. 


CALLING ALL GIRLS 





PORTIA. Black, Brown, | 
Red, Kelly Green, Gray 
and Balenciaga swede 

$3.35 | 













IRENE. High and cuban 
heel in Black patent 
leather, Black kid suede, 
Navy calf. High heel in 
Brown kid suede, Red and 
Kelly Green calf, $4.90. 
High heel in Purple kid, 
$5.00. 






PORTIA 
















lester Pincus shoe corp. 
> Duane St.. New York 13 <. g > Ww t Mod » S? St. be 31 Ww b 3° Ay A R ; rv) 
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“Half the fun of having feet” for Young America since 1907 ct 



























Beginning this month, the greatest advertising campaign 
in Red Goose history will tell millions of American 
youngsters and their parents about the finer fit, greater 





comfort, longer wear, and smarter style of Red Goose 
Shoes. 

Advertising has been building wider and wider accep- 
tance... bigger and bigger demand for this famous brand 
for over forty years. 

Now, backed by this gigantic advertising campaign, Red 
Goose Shoes promise to break all previous sales records! 
Are you “all set” to profit by this unusual opportunity? 
If not write us. 























RED GOOSE DIVISION ¢ INTERNATIONAL SHOE COMPANY ©« SAINT LOUIS, MO. 
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Children’s Shoe Ad to 
Appear in Fashion Magazine 


NASHVILLE, TENN.— Acrobat Shoe 
Company, division of General Shoe Cor- 
poration, is touching off its biggest ad- 

vertising campaign to date with an in- 
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Ad which Acrobat Shoe Company is 
running in the February 15th issue of 
Vogue, fo sell the parents of well 
dressed children. 


sertion in the February 15th issue of 
Vogue, a full-color, page-size ad on 
children’s shoes. This is the first chil- 
dren’s shoe ad to be run in that publi- 
cation. Extensive advertising will 
follow in Parents’ magazine and other 


| 


general magazines, as well as a wide | 


and consistent campaign in leading 
metropolitan newspapers. 


Philosophy behind the Vogue ad, in | 


the words of Burton Huffman, sales 
manager for Acrobat, is that the chil- 
dren’s shoes should appeal to the well- 
dressed mother who wants her children 
equally well dressed. The Vogue inser- 


tion also will be accompanied by a col- | 


umn-long listing of stores throughout 
the nation which carry the shoe line. 
Theme of the big Acrobat campaign for 
1948 is “Smart Outside, Sound Inside,” 
according to Mr. Huffman. 

The company, in connection with the 
1948 campaign, plans an extensive new 
dealer mat service for free distribution 
to Acrobat representatives. 


Scholl Employees Form 
Old-Timers’ Club 


CuIcaco, ILL.—Sixty-five employes 
of the Scholl Mfg. Company, Inc., rep- 
resenting 2000 years of continuous ser- 
vice, met late in December at the Shera- 
ton Hotel in Chicago, to form the Dr. 
Scholl Old Timer’s Club. Each of the 
members have 20 or more years of ser- 
vice with the firm. 

During the presentation of diamond 
service pins and watches, Dr. Scholl 
said, “Everyone of you has done a big 
job in building our business. Your tire- 
less efforts, your interest, your fine 
loyalty to plans and ideals laid out 
by me have done much toward building 
& great world-wide organization.” 
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THE ONE 


NATIONALLY 


ADVERTISED 


STYLE- 
QUALITY 
SHOE 

PRICED 
FOR THE 
GREAT 


WARKETL 


fominint 






halos 


for your 


\ ankles 


. +n 


\r 
‘\ 


your feet 


Fer these reasonably priced shoes, 
write for the name of your decler 


PETERS SHOE COMPANY, SAINT LOUIS 


Manufactured by PETERS SHOE COMPANY 
Division of INTERNATIONAL SHOE COMPANY, Saint Louis 
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FAMOUS SHOES . 


. SHOES THAT 


ARE NATIONALLY ACCEPTED — 


LIFE-GUARD 
SHOES 


Awarded Good Housekeeping 
Magazine's Seal of Approval 
; - 








AMERICA'S UNRIVALED LINE 
retailing everywhere at 


$695 to $§.95 





There may be a franchise on LIFE-GUARD 
Shoes open in your town. If interested, 
contact representatives listed below. 


Philip Stern, 4239 College Ave.. 


Indianapolis, Ind. Indiana, Illinois 








Ben Samelson, 1202 Haas Bldg.. 
Les Angeles, Calif. 
California, Washington, Oregon 


Al A. Epstein. Box 217, Austell, Ga. 


Georgia, Florida, South Carolina 
Louisiana, North Carolina, 
Alabama, Tennessee 





B. R. Boyle, 900 6th Ave., 
Red Oak, lowa 
Iowa, Kansas, Nebraska, Utah 
Wyoming 


Jack Bates, 302 Lumber Exchange 
Bldg., Minneapolis, Minn. 
Minnesota, North Dakota, South 
Dakota 








Jerry Jarrett, RR7 Lubbock. Texas 
Texas, Louisiana, Oklahoma 
New Mexico 





Robert R. Newcomb, 
3857 Berkley Ave., Toledo 12, Ohio 
Michigan, Ohio 








Every Pair Cushioned By Air 





IN STOCK SERVICE: 


All New England States 
Pennsylvania. New York. 
Maryland 


DIA-TRED SHOE CO. 
139 Duane St. 
New York City. N. Y. 
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...a valuable line for any store 
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1. A name and SF8" "ic 50 years. 

a americas tion for 
wiedged reput® 
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customer satisfaction 


G@. ANTOYN New plastic bow 
smartly sets off this attractive 
pump with its 17/8 covered heel. 
In black kid with patent trim 
only. AAA-C 4/9, 


b. HAUTY An open-toed 
beauty with interesting tear-drop 
design on vamp. 17/8 covered heel. 
Black calf, brown calf, white 
kid, blue kid, patent leather. 
AAA-C 4/9, 


C. PRIM The name aptly 
describes this popular elasticized 
pump with its neat perforated 
design. 15/8 covered heel. Black, 
white, brown crushed kid. 
\AA—EFFE 4/10. 





These “three keys” are indicative 


of the high quality shoes Godman sells 





at firm prices — not escalator , . . and 


indicative of why Godman continues 


to price itself in the 


THE H. C. GODMAN CO. 


consumer market, not out! 
Columbus 16, Ohio 


order donucry 15, 1948 





Trade Leaders Head Strong Program 


STANLEY BERGER 


Exect TIVE officials of national shoe and leather trade 


associations and men whose backgrounds of experience 
in the field of merchandising qualify them to speak 
with authority at a meeting of retail shoe dealers are 
announced as headline attractions at the 34th annual 
convention and shoe mart of the Middle Atlantic Shoe 
Retailers Association, which is to be held at the Benja- 
min Franklin Hotel in Philadelphia, January 25, 26 
and 27. 

Although a large attendance is expected for the open- 
ing day, Sunday the 25th, the more formal convention 
features are reserved for Monday, the Sunday program 


W. W. STEPHENSON 


GEORGE B. HESS 


HAROLD R. QUIMBY 


CAL J. MENSCH 


being given over to registration from noon until 5 P. M., 
with a joint meeting of MASRA directors and the Show 
Management Committee scheduled for 4 P. M. The 
room where this meeting is to be held will be announced 
on the hotel bulletin board. 

At the directors’ and management committee meet- 
ings there will be reports from officers and committees, 
and plans will be discussed for the Summer convention, 
scheduled to be held June 12-15, 1948. Election of 
officers will take place at the Sunday meeting and other 
items of business will be discussed. One important 
matter to be taken up will be a resolution to change the 


L. E. LANGSTON 
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indications Point to Biggest Convention and Shoe Mart in 
Long Series of Successful MASRA Shows—Busy Program 
Planned for January 25-27 at Benjamin Franklin Hotel in 


terms of office of president and vice-presidents from one 
to two years. 

Exhibit rooms at the Benjamin Franklin will be open 
to retailers attending the convention from 10 A. M. to 
10 P. M. Sunday as well as on the other days of the 
convention. These exhibits are expected to provide the 
focal point of greatest interest for the merchants and 
buyers who come in Sunday, and the program has been 
so arranged as to provide plenty of time for inspection 
of exhibits that day and on Monday and Tuesday as 
well. 

The formal opening and business luncheon of the 
convention will take place Monday, January 26, at 12:30 
P. M. in the Crystal Ballroom of the Benjamin Franklin. 
Paul S. Lippincott, Jr., of Philadelphia, will give the 
invocation and President Stanley C. Berger will deliver 
the president’s message. Other speakers will include 
Irving R. Glass, executive vice-president of the Tanners 
Council of America; W. W. Stephenson, executive vice- 
president, and Harold R. Quimby, secretary. of the 
National Shoe Manufacturers Association: George B. 
Hess, president, and L. E. Langston, executive vice- 
president, of the National Shoe Retailers Association; 
and Arthur C. Kaufmann, executive head of Gimbel 
[TURN TO PAGE 106, PLEASE] 


IRVING R. GLASS 
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Philadelphia—Nine Speakers Scheduled. 








Official Program 
MIDDLE ATLANTIC SHOE RETAILERS 
ASSOCIATION CONVENTION 
Benjamin Franklin Hotel, Philadelphia 
Sunday, January 25. Registration, 12 noon to 5 P.M. 

4 P.M. “Joint meeting of MASRA Directors and Show Man- 
agement Committee. For room location see Hotel bulletin 
board. 

Officers and Committee reports. 

Pianning for June, 1948, convention dates June 12-13-14-15, 
1948. 

New business. 

Election of Officers. 

Exhibit rooms will be open for inspection daily from 10 A.M. 
to 10 P.M. 

Monday, January 26. 

Business luncheon, Crystal: Ballroom, Mezzanine floor, 
12:30 P.M. 

Invocation: Paul S. Lippincott, Jr., Philadelphia. 

President's message, Stanley C. Berger. 

Speckers and Guests: 

Irving R. Glass, executive vice-president, Tanner's Council of 
America. 

W. W. Stephenson, executive vice-president, National Shoe 
Manufacturers Association. 

George B. Hess, president, National Shoe Retailers Associo- 
tion. 

Arthur C. Kaufmann, executive head of Gimbel Brothers, 
Philadelphia. 

Harold R. Quimby, secretary, National Shoe Manufacturers 
Association. 

L. E. Langston, executive vice-president, National Shoe Re- 
tailers’ Association 

Honor Roll quest, M. J. Saks, president, M. J. Saks Shoe 
Corp. 





ARTHUR C. KAUFMANN 







M. J. SAKS 












STYLE NO. 5533 


THE FLEET-AIR WAY 
TO A SOUNDER JUVENILE BUSINESS 


VEN though the retailer of Juvenile Shoes is motivated by the 

same desire for profit that stimulates other branches of shoe 
selling, his function is better described as Service. His obligation 
to fit more carefully, to sell unchallenged quality, to maintain a 
conscience in price, to carry adequate stock essential to good fitting 
are essential in any Juvenile operation that is to endure. In the 
attainment of this ideal and for the practical considerations which 
help to realize it, America’s finest Juvenile Shoe operation finds an 
able partner in Fleet-Air, Normal Arch Shoes by Eby of Ephrata. 


EBY SHOE CORPORA 
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Nationally Advertised In 
VOGUE, HARPER'S BAZAAR, 
MADEMOISELLE and GLAMOUR 


Satlored Sred 
FRENCH MODERNS 


Write for our exciting Spring Folder. Manufacturers and Distributors 
_ 


All prices subject to change without notice. D. MYERS & SONS, inc. 
ESTABLISHED 1910 

on ae late fine on display of BALTIMORE 18, MARYLAND 

THE MIDDLE ATLANTIC SHOW IN PHILADELPHIA * January 25th, 26th, 27th * Room 403 BENJAMIN FRANKLIN HOTEL 

SHOW ROOMS: BOSTON * ST. LOUIS * DALLAS * CHARLOTTE © PITTSBURGH * MINNEAPOLIS + HAVANA, CUBA * SAN JUAN, PUERTO RICO 
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PHILADELPHIA—Historic Shoe Market 


WHEN the members of the Middle 
Atlantic Shoe Retailers’ Association, 
representing five eastern seaboard 
states and the District of Columbia, 
convene in Philadelphia January 25- 
27 for their 34th annual convention, 
they will gather in a shoe center 
whose antecedents extend back into 
colonial days. 

Shoemakers in Pennsylvania were 
penalized by law, enacted as early as 
1721, if they failed to maintain high 
standards of quality. Punishment 
was meted out to cordwainers if they 
were found guilty of “not making 
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To Welcome Middle Atlantic 


Retailers 


at Biggest Convention in Association's 


Thirty-four Years of Organized Existence. 


shoes of well made or curried leather 
and sufficiently sewed with good 
thread, well twisted and made and 
waxed.” The tradition of quality 
has been maintained down through 
the years and some of the most fam- 
ous names in modern shoe manu- 
facture have been associated with 
Philadelphia. As time went on the 
industry also gained recognition in 
other Middle Atlantic and nearby 
southern states. 

Besides being famous as a shoe 
manufacturing center, Philadelphia, 
because of its geographical location 


and commercial development as the 
prime trading center for a vast and 
rich area, naturally became a thriv- 
ing wholesale and retail market for 
shoes. Its wholesale reputation has 
been maintained down to the pres- 
ent, and never enjoyed greater pres- 
tige than it possesses at the present 
time. Well known factory and 
wholesale lines of shoes from Phila- 
delphia, upstate Pennsylvania, Mary- 
land and the other states repre- 
sented in the MASRA membership 
area will be on display at the con- 
vention and shoe mart to be held at 
the Benjamin Franklin Hotel begin- 
ning January 25 and will attract the 
interest of many merchants who 
cume to town for the largest gather- 
ing in MASRA history. 

Many famous names in shoe re- 
tailing have adorned the annals of 
Philadelphia’s history, and its shoe 
stores and shoe departments today 
are among the most interesting in 
the country. It is anticipated that 
many visiting shoe men will take 
advantage of the occasion offered by 
the convention to visit some of these 
great stores, observe their modern 
layout, decorations and furnishings 
and study their efficient methods of 
operation. 

MASRA has held many conven- 
tions and has met in a number of 
cities, but the great majority of its 
meetings have been held in Phila- 
delphia because it is felt that here is 
a logical city in which shoe men can 
meet, central, easy of access and 
offering every possible advantage. 

[TURN TO PAGE 100, PLEASE] 
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Pro-tek-tiv ... Modern Age . . . Official Girl Scout . . . three leading names 
with top consumer acceptance. 

Take a new look at these popular lines. Your postal card request will bring 
our catalog by return mail, and, if you wish, we will be glad to have our repre- 
sentative call with samples. 


Use CS&E quality to head up your shoe sales. For the finest in children’s foot- 
wear, it’s Pro-tek-tiv . . . Modern Age .. . Official Girl Scout. 


SINCE 1882 


( CC Puslionty jhhens- = a) | 
READING + Panes Tevanen 
See our lines at the Middle Atlantic Show, Benjamin Franklin Hotel, Room 636 
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ALEXANDER 
RUBBER COMPANY 


Cordially Invites You | 
Co AVAL: : 
Gr Exhibit. ee. 


During Chi 


M.A.S.R.A. SHOW 
HOTEL BENJAMIN FRANKLIN 
JANUARY 25-26-27 


ROOMS 554: 


) 


AL JOSEPH 
GENE BENTLEY 


ALEXANDER RUBBER COMPANY 


13-15 NORTH FOURTH ST., PHILADELPHIA 6, PENN. 





556-558 





PRESS JONES | 
FRANK EAMES | 











What Makes a 
Good Brand Name? 


[CONTINUED FROM PAGE 70] 


of rules for thinking your way through- 
and-to a brand name is indeed difficult 
to outline. And probably impossible to 
follow. Nevertheless, there are certain 
precepts which will benefit the coiner, 
if he will consider them and apply them 
to his sometimes doubtful progress. 
Any good brand name should be easy 
to pronounce, and by the same token, 
difficult to mis-pronounce. “Kodak,” for 
instance, would be difficult to mispro- 
nounce for even +e school child just 
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learning to read. The words “Distin- 
gué” or “Mignon,” however, frequently 
are mis-pronounced. Thus, names such 
as these, from the standpoint of pro- 
nunciation, would not be good brand 
names. 


The name should be pleasing to the. 


eye as well as to the ear, and it should 
not lose these qualities, including its 
original meaning and its prestige, 
through the passing years. Lucky 
Strike, Chesterfield, and Life Savers are 
brand names which have lived because 
their appeal to the eye and the ear were 
not associated with any passing trend. 

Choose a name which is universally 
understood, with a meaning that can 


scarcely be disliked by anyone, or any 
class, age, group, sect, race, or color. A 
hypothetical brand name such as “Dusk- 
ettes” or “Ebon-eze” thus would have 
positive shortcomings, unless the prod- 
uct was made for a definite sectional 
market. 

Also of paramount importance is sim- 
plicity. It should be neither complicated 
nor toolong. Examples are “Eleganza” 
and “La Symetra.” 

A brand name to be good, may, in 
addition to steering clear of the don’ts 
previously specified, have advertising 
and promotional possibilities. Such a 
name offers a natural association of 
ideas, between its own meanings, sy- 
nonyms, or attributes and the kind of 
product it is to represent. And the 
name finally selected should fit the price 
range and the market it is intended to 
crack. 

Obviously some names have a greater 
appeal to low priced lines than to higher 
grade lines. Some are more influential 
in one age group than in another. Some 
names that might have an entirely 
favorable emotional appeal to certain 
groups would lack appeal or actually be 
distasteful to others. Any name selected 
that clicks with the consumer tomorrow, 
will do more for its owner than one that 
will not, even though it may please 
those who originated it. 

Here is a logical procedure to follow 
in developing a brand name for shoes. 
First analyze the product as to type, the 
market you hope to reach and its rela- 
tionship to other products of your own. 
Next, think about your product. Think 
hard and write down each thought that 
comes to your mind, especially if it 
describes or suggests the benefits of the 
product. Examples for shoes are: 
fashion origin, foot health, comfort, 
neatness, relaxation, flexibility, strength, 
or service. 

Conduct a contest among your re- 
tailers. Poll your employees. Above 
all, keep your mind open, so that your 
personal preference does not blind you 
to suggestions of others. For a real acid 
test of the several favorite entries that 
you sort out of many, send a question- 
naire to another group of merchants and 
then tabulate the results. An efficient 
double check against the preference of 
merchants is to “spot-interview” a cross 
section of consumers in your potential 
market. 

In your search for a name which is 
universally understood, avoid the type 
of name which is already overworked. 
The consumer public is prone to tire of 
anything quickly. The dress field is 
saturated with alliterative names, such 
as Dolly Dunne, Flora Farnham, etc. 
Shoe names, too, have had a recent flair 
for So-and-so “Originals.” There is 
little benefit in being the last to board 
these crowded Brand Wagons. Trite- 
ness should be side-stepved, if possible. 

As a final suggestion to the prospec- 
tive creator of a brand name I would 
recommend as must reading, the expla- 
nation of the Lanham Trademark Law 
in the July 15 REcoRDER. 
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SHOES FOR INFANTS AND CHILDREN 


KKK 


E VIRGINIA SHOE COMPANY, INC. 
FREDERICKSBURG, VIRGINIA 


Write for Catalog 














CAVALIER BOOT CREME 


for those who want the 


best at'no increase in price| 





Shoe men who know leather as well as those who know the art of 

keeping customers satisfied, know that Cavalier Boot Creme is a 
roduct whose superiority has been proven—a real preserver and 
autifier of shoes made of smooth leathers. 


You will find it now, in a package complete with 
applicator, in a full range of 14 colors, to match | 


the new style trends in both men's and women's 
Order it today from your shoe findings 


footwear. 
wholesaler. 





Sold by shoe trade exclusively 


CAVALIER COMPANY 
Baltimore 30, Md. 












Direct Mail Advertising 
—A Key to Profits 
[CONTINUED FROM PAGE 71] 
for each list, but the results obtained 
will more than pay for the extra ex- 
penditure. 
Methods of Keeping and Addressing 
Lists 

There are two mechanical methods of 

making up lists for addressing pur- 


poses, but in many cases we find that the 
list is not used often enough to warrant 
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the use of a mechanical method, which 
makes it necessary to make up a card 
list instead. If you use a list about 
eight times a year, it is just as econom- 
ical to have your names on cards, as it 
takes several years before a mechanical 
list will pay for itself. Now, if you are 
using a card list, it may be a good idea, 
when you are having these names typed, 
to run them off on triplicate labels, 
which may be bought from any station- 
ery store; in that way you will have ad- 
dressed labels for three mailings instead 
of one. 

Regarding the mechanical lists, there 
are two popular methods—The Address- 


ograph and the Elliot Addressor. Each 
method has its advantages. If you send 
out twelve or more mailings each year, 
the mechanical methods will pay for 
themselves within a few years. With 
either method the list can be put to- 
xether either geographically or alpha- 
betically, tabbed in any type of classi- 
fication you prefer and, as the need 
arises, you can run off only the names 
you want for that particular type of 
list. 
Mailing Classifications 

The most personal way to send out 
mail, even advertising matter, is to send 
it first class, but there are times when, 
because there is a limited budget, or 
because we send out many thousands 
of pieces, it becomes economically diffi- 
cult to send out our matter first class. 
There are several ways in which we can 
send out third class matter. First by 
using a 1%¢ stamp, and the only re- 
quirement is that we leave one end of 
the envelope open for postal inspection. 
No permit is necessary for such mail- 
ing; no minimum numbers of pieces 
need be sent out. The second is by 
using the penny pre-cancelled stamp 
under classification 562 P L & R, in 
which case we must send out a minimum 
of 200 pieces of similar matter. For 
this, it is necessary to obtain a permit 
from the local post office. Another third 
class method is the permit mailing, 
whereby, for a fee of $10, you receive 
a permit from the post office to mail, by 
printing the indicia in the right hand 
corner of the envelope or self-mailer. 
There must be at least 200 pieces of 
similar matter or 20 lbs. It is some- 
times more economical to send out this 
kind of mailing according to weight— 
which is 12¢ per lb., and in this way, 
if each piece weighs only 1 ounce, we 
can send out 16 pieces for 12¢ instead 
of 16 pieces for 16 cents. This is paid 
for at the post office either by certified 
check or in cash. 


How to Keep the Mailing List 
Up-to-Date 


It is important that we keep our mail- 
ing list up-to-date, so that we can take 
advantage of every piece of mail that 
goes out, and not waste any of our 
advertising matter. The post office helps 
do this by checking each name for you, 
for which there is a charge of 1¢ per 
name. However, you can also check by 
using Postal Regulation 3547, placed at 
the bottom left corner of your envelope 
which indicates that “if addressee has 
removed, notify sender on Form 3547, 
postage for which is guaranteed.” When 
you obtain the correct address, you pay 
2¢ for each card which comes back to 
you. By using either of these methods 
you are sure to keep your mailing list 
in such up-to-date condition, that very 
few pieces will go astray. 





| Buy Savings Bonds 
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VICTORY FOOTWEAR SALES CO. 


(No Other Branches) 
2020 SHERWOOD AVENUE ¢ BALTIMORE 18, MARYLAND 
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Open or Closed—What's the Verdict for Spring? 


all-closed. Omitting New York stores, 
included in the above estimates, we 
reach an even higher average of slightly 
over 82 per cent for opened-up shoes for 
Spring. 

This figure can be broken down into 
three groups. 1. open toe and back. 2. 
open toe, closed back. 3. closed toe, 
open back. In group one, we reach an 
average figure of 43.8 per cent; in group 
two, 22.5 per cent and in group three, 
16 per cent. The low average for shoes 
with closed toes and open backs is 
worthy of note since this style has been 
popular for so long in every type from 
the more dressy tailored shoe to low 
heel casuals. Now indications are that 
it will sell best in spectators or other 
tailored pumps. 

The reverse treatment, the open toe 
and closed back, is regarded with much 
more favor by most merchants. A sug- 
gested reason for this preference is 
that it is much more comfortable. Pumps 
and stepins sel] especially well in this 
combination. Neither of these treat- 
ments compares in popularity, however, 
with the open toe, open back shoe. In 
these, sling pumps, sandals, ankle straps 
and some cther straps are the accepted 
patterns. 

In all-over closed patterns, pumps 
are, far and away, in the lead. And 
among pump patterns, opera, Regent 
and d’Orsay, the opera takes first place. 
The d’Orsay with bow, the ankle strap 


[CONTINUED FROM PAGE 77] 


and the low heel wedge pump, sometimes 
on baby toe last, according to most mer- 
chants, follow the pump as best selling 
closed patterns. 

Keenly aware of the slowly growing 
trend toward closed shoes, style-minded 
merchants still feel that they will not 
begin to reach their stride before next 
Fall. The question of fit is still a major 
problem in selling closed shoes. There 
can be no doubt that. women do feel the 
difference between an open and closed 
toe shoe, to the disadvantage of the 
closed shoe. Some retailers frankly 
place the whole. responsibility for the 
success of closed shoes on their fitting 
qualities. The better and more com- 
fortably they fit, the better these shoes 
are expected to sell. 

Reports from merchants across the 
country name best selling open shoes 
this Winter as the sling pump, with 
open or closed toes, some on platforms; 
straps and broad straps. Best selling 
closed shoes reported were opera 
pumps; d’Orsay pumps, some with 
bows; low heel wedges, some on baby 
toe lasts. 

Opinions regarding baby toe and wall 
lasts vary from store to store and city 
to city. In some places, baby toes con- 
tinue to be popular, especiaily on low 
heel wedge shoes. Wall lasts find their 
best acceptance in tailored shoes. Some 
decline in interest in these can be ac- 
counted for by the increasing number of 





Philadelphia— 
Historic Shoe Market 


[CONTINUED FROM PAGE 94] 


Convention facilities at the Benjamin 
Franklin are unsurpassed, and retailers 
who come here will have no difficulty in 
contacting their accounts under the 
most favorable conditions. President 
and General Chairman Stanley C. 
Berger and Secretary-Treasurer Cal J. 
Mensch, have seen to that. Everything 
has been arranged and provided for, 
and directories showing the location of 
every exhibitor will be conveniently 
available on the merchant’s arrival at 
the hotel. Management of the Benjamin 
Franklin. is cooperating -with -every 
courtesy, and visiting shoe men will 
need only to make their wishes known 
to be served promptly and readily. 


It not only looks like the biggest con- 
vention and shoe mart MASRA has 
held to date, but promises to be one of 
the most interesting from the stand- 
point of program, exhibits and every- 
thing that goes to make a shoe conven- 
tion worth while to shoe men. 
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more softly rounded lasts and the newer 
trend toward slimmer looking lasts. 

Other changes in styles in lasts may 
be expected as production becomes 
easier. It is to be hoped, however, that 
the advances made in last design over 
the past decade will not be lost. It 
seems impossible to believe that women 
would be willing to give up the comfort 
they have enjoyed during these years 
in order to revert to toe-cramping shoes 
and we cannot be too emphatic in our 
hope that last makers will continue to 
provide ample width at the ball and 
toes. Especially is this needed if many 
very high heel shoes are to be worn. 
Questioned as to the proportion of baby 
and wall toe lasts to be included in their 
Spring stocks of closed shoes, retailers 
gave figures ranging from 80 to 20 per 
cent, making an average of slightly over 
50 per cent of their Spring closed toe 
shoes on baby toe or wall lasts. 

From all indications, this Spring and 
Summer we shall see most women wear- 
ing open shoes most of the time. Style- 
minded women will, no doubt, have two 
or three closed shoes in their wardrobes: 
an opera pump; an ankle strap; a tai- 
lored pump, possibly on a wall last; a 
low heel wedge pump or ankle strap. 
These are becoming year-round basic 
shoes. Open shoes, however, still have 
the greatest popular appeal for comfort 
and coolness and the flattering appear- 
ance of a shorter shoe. 


The British Hold A Ghee Exhibition 


OF CHitHce 


This display of “Basic Shoes" for children was featured by Parker Shoes, Ltd., 
of Leicester, England, at the recent British exhibition of quality footwear in London. 


LEICESTER, ENGLAND. — Twenty-five 
of Britain’s leading manufacturers 
were invited to exhibit shoes at the 
Exhibition of Quality Footwear, held 
last year at Seymour Hall (near Lon- 
don’s West End). The displays of the 


twenty-five firms, of which that shown 
in the photograph is typical, were sup- 
plemented by a daily “mannequin pa- 
rade” showing correlated ensembles. 
The exhibit shown above was of 
Parker Shoes, Ltd., of Leicester. 
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make every sale with... 


HliNs ~ 


vy IDEAL 


M.A.$.R.A. 24th ANNUAL 
CONVENTION & SHOE MART 
Janvory 25, 26, 27, 28 
Ben Franklin Hotel, Phila. 
ROOMS 555—557 
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Here at one source, and always in stock, are all = 
the types and styles of women’s shoes needed to 
sell every customer in your store! FLITE-STEP Shoes 
(exclusive with Ideal) are always priced right, 
styled right, and geared right for big profits. 


WU é would like to send you our regular mailpieces, 
and invite you to send us your name and address. 


KEEP YOUR “i” ON IDEAL 


IDEAL SHOE COMPANY 


4th & ARCH STS. + PHILADELPHIA 6, PA. 


% 











At The Show! 


THE CHILDREN’S 





THAT HAS EVERYTHING 


STYLE - 


QUALITY 


VALUE 


- COLORS 


SALES APPEAL 


WELTS & SILHOWELTS 


TO RETAIL FROM $4.00 TO $6.00 


HY-QUALITY 


113 N. FOURTH ST. 
PHILADELPHIA 6, PA. 







distributed by 






SHOE CO. 













Sell the Dealer! 


by HAROLD E. LIVINGSTON 


Vice-President, The Mike Goldgar Adver- 
tising Co., New York and Boston 

Back in the days when high-top but- 
ton shoes were the rage, the folks that 
wore them were not too interested in 
brand names. Generally, they took the 
store salesman’s word about what was 
good and what wasn’t Often, even if a 
customer liked one type of shoe, he could 
very easily be talked into a different 
brand by the salesman. Maybe the man 
who made those shoes was a personal 
friend of the dealer, or maybe there 
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was a higher mark-up. At any rate, 
there wasn’t too much brand competi- 
tion in the store. The store salesman 
pushed the shoes he wanted to sell. 

In these days of high-powered ad- 
vertising, the salesman js still the final 
word. True, there are some brands of 
shoes that the customer will come in 
and specifically demand, thanks to na- 
tional advertising, but it costs a manu- 
facturer a lot of money to create de- 
mand like that, and sometimes a good 
share of that money is wasted. 

You small shoe manufacturers—the 
ones who can’t afford to spend $100,000 
or even $20,000 on an advertising pro- 
gram, but who still put out a quality 


item — how many of you have ever 
wondered how your brand stacks up 
against another brand in the store? 
Haven’t you ever been curious to know 
which brand the salesman in the store 
is pushing—and why? To make the 
sale, he has to have a special sales story 
or sales feature to give his customer. 

It is all very well if your brand is 
one of those nationally advertised lines 
that the consumer comes to the store 
asking for, but suppose you are one of 
the hundreds of smaller manufacturers 
of branded quality items with a neces- 
sarily limited advertising appropria- 
tion. For a reasonably low expendi- 
ture, the limited shoe advertiser can re- 
inforce his trade paper advertising by 
furnishing the dealer with facts, figures 
and point-of-sale material and thus 
compete on a relatively equal scale with 
the large national advertiser. 

Since the smaller advertiser cannot 
afford to sell his product to the con- 
sumer the way it should be sold, he 
must then do a thorough job of selling 
his shoes to the dealer. There are very 
few dealers who actually are sold on 
the shoes they carry and, as a corollary 
there are very few dealers who really 
go out of their way to sell “A” shoes 
rather than “B” shoes, all other factors 
being equal. 

This then, is the task facing the 
smaller shoe manufacturer today. He 
must convince the dealers that his shoes 
are the best. Those producers of brand- 
ed shoes who help the dealer to sell their 
product are the manufacturers whose 
shoes are actually sold by the store 
salesman. 

Personal contacts are fine, they should 
be kept alive and congenial by al! 
means, but one dealer knows personally 
and does business with many different 
factory salesmen. In the final analysis 
the dealer himself is ninety per cent re- 
sponsible for the sale. 

One way to sell the dealer is to help 
him sell his customers. To do this, send 
him attractive newspaper mats with 
enough sales appeal to warrant the ex- 
penditure of his advertising dollars. 
Not one, but several, so that he can al- 
ternate them. Send him window display 
cards and counter cards. And, this is 
important, tell him about your selling 
aids where he’s sure to look in his trade 
papers, 

Remember, it is the point-of-sale that 
is most important, and the dealer con- 
trols the point-of-sale. Show him you 
are interested in what he is doing and 
he will be interested in what you are 
doing and in your product. Keep him 
informed of product changes, changes in 
personnel and anything else he might 
be interested in, even though it may not 
directly concern him. 

Once you sell the dealer on your prod- 
uct, and as we have stressed, the only 
way he can be sold is by an effective 
merchandising campaign, your product 
will receive preferred treatment and 
you will have built a dealer-relations 
policy that will endure and pay divi- 
dends for many, many years. 
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Complete 












Flight ] 
AFlex Step Modern Fashion 5 
In black potent ond in red, | 
high ond cubon heels 
$-5% to 9 M-4 to 9 

$4.90 net 

Stratford 

A Flex Step Modern Fashion 
In red, brown ond block elk, 
block patent, plain vamp 
$-5%to9 M-4to? 
$3.60 net 

Vassar 

A Flex Step Sport Welt 
In red, black and 

brown elk 

$-5%2 to 9 M-4 to 9 
$3.35 net 

Fern 

A Flex Step Action Sport 
In red elk, green elk 
ond block suede 

M-4 to 9 

$3.10 net 

Prices subject to change 
































To Increase Your Sales, Flex-Step Gives You 
Top-dollar value in EVERY grade. 
A BRANDED line for Brand-Conscious buyers. 
Flignt The RIGHT patterns; fast delivery. 
Effective National Advertising and free mat service. 


KRISCHER, ROGERS & FISCHER 


20 North Fourth Street, Philadelphia 6, Pa. 
Women’s Dress, Sport and Casual Shoes 















Vassar 














In stock styles for Easter selling . . . 
see the complete Flex-Step line 








- at the Philadelphia Show, 
< Hotel Benjamin Franklin, 
. Betsy Ross Room, 





Janvary 25, 26 and 27. 
for 






January 15, 1948 




























Genuine Haiti 


SANDALS and BAGS 


Exclusive Embroidery Pattern 
on 


_ Vamp and High Heel Wedge 


©NO BUYER'S RESISTANCE 
@ EASY, PROFITABLE SALES BUILDERS 
— EXOTIC COMBINATIONS — 


B-4200 Black and Coral 
B-4201 Natural and Brown 











SANDAL—$4.15 per Pair a ee BAGS TO MATCH 
Each pair Boxed B-4205 Brown and Natural $36.00 per doz. 
N & M widths B-4207 Yellow and Black Accepted most enthusiasti- 
Sizes 4 to 9 cally by “those who know” 
True Half-Sizes e everywhere. 


Importers and Wholesale Distributors 


P.H. VOLK and COMPANY 


2-4 W. Lombard St., Baltimore, Md. 
In Philadelphia — VOLK'S SHOE STORE SUPPLIES, INC. — 109 No. 4th St. 


Be Sure to Visit Our Exhibit — ™M.A.S.R.A. Show — ROOM 421 





























EDWARDS WAY SHOES 


CHILDREN 



















First Line In America s 


FINEST JUVENILE DEPARTMENTS 


Ephrata points with pride to the acceptance of 
its high standards of Quality, Material Selection, 
Workmanship and Style. With those Children's 
Stores and Juvenile Departments which have | 
committed themselves to programs of uncompro- 





The ANKLETTE in 
Patent * Brown * Red 
White * Blue 






INFANT'S 41/2-8, S & M widths 


$4.00 AND $5.00 


mising quality, regardless of price, the name CHILD'S 8!/,-12, S & M widths 
Ephrata has become a symbol ii or that policy. 

| UT 
Exhibiting M.A. S. R.A. | ee ae 


HOTEL BENJAMIN FRANKLIN 
ROOM 583 e JANUARY 25 e« 26 ¢ 27 


EPHRATA Shor) QRS 
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— 
} 
Smart retailers wait for the Philadelphia Show because it is timed just 
right for Spring buying, and based on the latest style and sales trends. 
— You'll have a sure selling Spring inventory if you make a date to do your 
: buying in Philadelphia on January 25, 26 and 27. And while you are iN 
ee here at the show, visit Philadelphia's famous wholesale district. 


ll 
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COMMENDED 
PARENTS 


MAGATINE 













This key opens the greatest display of 
in-stock Children’s Shoes for Spring that we 
have ever been privileged to present. 


Nationally advertised — highest quality — 
popularly priced—new retailer promotional 
caids—all add up to make Chapman Shoes 
America's fastest growing shoes for children. 






ANKLET 

The new look for tots ...in | 

glimmering potent leather ; 

red and white elkskin. | 
Sizes 5 to 3, B-C-D. | 





GILLIE-TIE 
In selected elkskin. Brown ond 
red. Sizes 84-12, 124-3, 4-9, 
B-C-D. 


y. 





- 





SANDAL 
For borefoot comfort ond perfect support. 
in brown, red, white. Sizes 5 to 3, B-C-D. 


CHAPMAN SHOE CO. 


Div. Hill Shoe Co., Phila., Pa. 


CRIB TO CAMPUS SHOES 


FOR BOYS AND GIRLS 


























Trade Leaders Head 
Strong Program 
[CONTINUED FROM PAGE 91] 


Brothers in Philadelphia. M. J. Saks, 
president of the M. J. Saks Shoe Corpo- 
ration, who has been an exhibitor at 
MASRA conventions for 27 consecutive 
years, will be a guest of honor on this 
occasion. 

In referring to the convention in the 
January Bulletin of the Middle Atlantic 
=" President Stanley C. Berger 
said: 

“The MASRA officers and directors 
believe that 1948 will be a crucial year 











Tingley-Reliance Ad Page 156. 
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for many retailers. We feel that the 
information that we are gathering for 
you, and which will be made available 
at the convention, should be very im- 
portant. 

“The show will provide information 
that everyone is seeking. You will learn 
first hand about the outlook for Spring 
and Summer from foremost figures in 
retailing as well as manufacturing. 

“We know that when you attend the 
Middle Atlantic convention in January, 
you will go away feeling that your trip 
was a worthwhile one. 

“We have gathered the best talent in 
the shoe manufacturing industry and in 
the retailing business, who will furnish 
you with facts and figures as well as 
their opinions, enabling you to guide 
yourself for the coming six months of 
the new year. 

“We wish every member of our or- 
ganization the best of everything for 
the coming year.” 

The Show Management Committee 
has sent a letter to exhibitors inform- 
ing them of the following regulations 
and suggestions: 

“We request all exhibitors to arrive 
at Benjamin Franklin Hotel, Saturday, 
January 24. 

“Porters will not set up room until 
occupants have checked in. A new rule. 

“TImportant—Hotel linens are limited. 
If you have covers for sample tables, 
please bring. 






“Limited number of tables will be 
supplied. Display room equipment fur- 
nished by exhibitors will not be paid for 
by the Association. 

“No beds to be dismantled; no fur- 
riture will be removed from rooms. 
Positively no storing of beds or furni- 
ture in baths or closets. 

“Exhibitors who damage hotel prop- 
erty, deface walls,etc., are liable for pay- 
ment upon checking out. Rooms will be 
inspected.” 

Committees of the Association which 
had an active part in planning the con- 
vention and shoe show include: 

Executive Committee: Stanley C. 
Berger, Ch., Philadelphia; John E. 
Dunn, Hagerstown, Md.; William E. 
Morgan, Pittsburgh; Arthur L. Herrick, 
Suffolk, Va.; Franklin E. Zusi, Irving- 
ton, N. J.; Mose Leibowitz, York, Pa.; 
Murray S. Rolfe, Philadelphia. 

Convention Management Committee: 
Stanley C. Berger, M.A.S.R.A. Pres., 
Gen. Ch., Philadelphia, Pa. 

Speakers Committee: Reuben Gordon, 
Ch., Philadelphia; Paul S. Lippincott, 
Jr., Philadelphia; Murray S. Rolfe, 
Philadelphia. 

Representing the Manufacturers: 
Reuben Gordon, Ch., Philadelphia; H. 
E. Snayberger, Schuylkill Haven, Pa.; 
Jack Sandler, Boston, Mass.; Ray F. 
Bender, Denver, Pa.; Dave H. Kreider, 
Palmyra, Pa. 

Representing the Wholesalers: Je- 
rome Lutzky, Ch., Philadelphia; Elkan 
Ries, Baltimore; Dave Hunn, Philadel- 
phia; Morris Freedman, Philadelphia; 
M. J. Saks, New York City; Lester Pin- 
cus, New York City; S. J. Maistrosky, 
Boston. 

Representing the Travelers: Paul S. 
Lippincott, Jr., Ch., Philadelphia; I. 
Frank Oberfield, Philadelphia; Sidney 
Horowitz, Philadelphia; Herman C. 
Johnson, Clarks Summit, Pa.; Robert C. 
Bloxton, Cowan, Tenn. 

Representing the Retailers: Roy 
Walter, Ch., Wilkes-Barre, Pa.; Robert 
Hemhauser, Irvington, N. J.; William 
E. Morgan, Pittsburgh; John A. Storch, 
Newark, N. J.; I. Sabel, Philadelphia. 

Exhibitors Committee: Gordon 
Evans, Ch., Scranton, Pa.; Ben. W. 
Shaub, Lancaster, Pa.; Harry Hahn, 
Washington, D. C.; Maurice Bernstein, 
Baltimore, Md.; J. Frederick Schmidt, 
Pittsburgh; Philip Selzer, Philadelphia; 
John G. Smith, Hagerstown, Md. 

Nominating Committee: Harvey L. 
Farr, Ch., Allentown, Pa.; John A. 
Storch, Newark, N. J.; J. H. Geiger, 
Richmond, Va.; Mose Leibowitz, York, 
Pa.; Solomon Dantzic, Baltimore, Md.; 
Alfred H. Cohen, Wilmington, Del.; 
Morris Goldstein, Washington, D. C. 





New Kinney Store in Indiana 


EVANSVILLE, IND.—The G. R. Kinney 
Company, Inc., will have a new shoe 
store about February 15, according to 
L. E. Hazlett, the local manager. 

The store will be located at 507 Main 
Street. 
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YOUR SALESMEN 
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SHOES FOR MEN 


IN PRINT 





® The world will see your salesmen in print next 


spring. Fortune's smart new styles, pictured true to 
their lively colors . . . and worn by style-wise men in 
every fashionable walk—precisely the way you would 
want your salesmen to feature Fortunes. These 
panels and figures are lifted right out of Fortune 
ads that will be appearing next spring in Collier's 
and Pic. They're your salesmen in print—there to 
help you build traffic, to make you more sales and 
greater profits. They'll work earnestly, effectively 
for you in ‘forty-eight. Richland-Davidson Shoe 
Company, Division of General Shoe Corporation, 
Nashville, Tennessee. 
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- BUT CELASTIC REMAINS UNAFFECTED! 


You’re looking at an actual photograph of a shoe 


during its fifth hour of total immersion in water. The 


toe buiit with Celastic is notably unaffected by this severe 
test .. . further evidence of the support and durability 
which Celastic gives the toe of the shoe during wear. 
Celastic means lasting toe style and toe comfort. 


~ 
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alll! N 


MATCHED PAIRS... trim on the foot — true to the last. 
o> aan ae 


Uniteo Swot Macwinery Corporation - BOSTON, MASSACHUSETTS 




















TURFTAN 
COLOR No. 506 
. a topnotch 
leather and a 
favorite among 
makers of all types 
of footwear. 





oie j oe 
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a y. SHE kgows... 


% 


...and we pledge you that the consistent advertising 
which has built this name to national prominence 


wilkscontinue unabated in the vears ahead. 
$ ; 


~ 


NATURAL BRIDGE SHOEMAKERS 


Division of Craddock-Terry Shoe Corporation, Lynchburg, Virginia 
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Wanted: A SHOE SPECIALIST . . . 










Jeseph Weighs the Advantages and Disad- 
vantages of Several Types of Shoe Stores, and 
Selects the One Which Most Appeals to Him 


by EDWARD ROSE 





Third Article in a Series on Fundamentals of Retail Footwear Distribution 


*§0, let us look further into this business of specializa- 
tion,” Mr. Hultz said. “You have decided that you are 
going to open a quality shoe store. Now let us proceed 
further and see what kind of a quality shoe store you 
will open.” 

Joseph puzzled over that one. “Why, a family shoe 
store, of course.” 

“Of course,” Mr. Hultz mimicked. “And why of 
course?” 

Joseph couldn’t understand this attack. “But | 
only...” 

“The trouble with you,” said Mr. Hultz, “is that not 
only are you not a subdivider. You are not even a 
divider. You are going to open a shoe store. You 
don’t stop to think that maybe there’s more than one 
kind of shoe store. Maybe there’s ten kinds you could 
choose from. Maybe there’s twenty. Why don’t you 
stop a minute and think.” 

“You mean I might sell only women’s shoes?” 

“You might sell only women’s shoes.” Mr. Hultz 
pulled at a different finger with each type he mentioned. 
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“You might sell men’s shoes. You might sell children’s 
shoes. You might sell only high styles for women or 
you might sell comfort shoes. If you wish to go fur- 
ther into the matter, you might specialize in shoes for 
extra small feet. Or for extra narrow feet. Or for 
extra wide feet. Or you might start a store where you 
have shoes made up to order. Or,” he concluded, “you 
might even end up with a family shoe store. But let us 
think about it before we jump headlong into a busi- 
ness.” 

“That's all right with me,” Joseph said. “You know, 
I never stopped to think that there were so many kinds 
of shoe stores.” 

“Take a pencil and paper,” Mr. Hultz commanded. 
“We will figure out which type of store is best suited to 
you.” 

“Well, look, Mr. Hultz. You're doing all right with 
a family shoe store. All the stores around are family 
shoe stores, and they seem to be doing all right for 
themselves. So why don’t I open a family shoe store? 


[ TURN TO PAGE 169, PLEASE] 
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Shoe Promotion Plans for Spring 


Manufacturers Announce Advertising Campaigns for the 
Coming Season and Indicate Plans for Dealer Cooperation 


Acme Concentrating 
On Trade Magazines 


Acme Boot Mfg. Company’s adver- 
tising plans for Spring and Summer of 
1948 include one full page in four 
colors in four different trade maga- 
zines each month, including Boor aNp 
SHOE RECORDER. 

In addition, the firm will furnish all 
its merchants with a rather elaborate 
window display every three months. 

Plans do not call for any advertis- 
ing in consumer magazines. 


Air-Tred Appeals 
To Important Age Groups 


Air-Tred Shoe Company of Auburn, 
Maine, plans to co-operate closely with 
its retail distributors in their Spring 
and Summer promotion by supplying at- 
tractive dealer helps and by advertising 
in national magazines. 

The Air-Tred line of women’s felt 
footwear is comprehensive, providing 
the three main age groups of women 
with styles and construction features 
best suited to thei= particular require- 
ments. Air-Tred shoes are promoted as 
footwear designed for active women, 
with a definite line of approach to each 
age group. 

Smart comfort and serviceability are 
the characteristics of this line that have 
been most featured in promotion, and it 
is believed that these are qualities with 
a definite appeal to the women of today. 


American Girl Uses 
Large Scale Program 


The Spring promotion plans for 
American Girl Shoe Co. are as follows: 

The company is running a full page 
in four colors in Life magazine in the 
March 22nd issue. This particular pro- 
motion will be a tie-in promotion, and 
American Girl dealers throughout the 
country will run ads in their local news- 
papers at the same time. They will also 
have departmental displays and possi- 
bly a contest among the sales force. 
This ad in Life shows primarily wo- 
men’s shoes, both high style and walk- 
ing types. 

In March a full page in full color is 
running in Seventeen. This ad is aimed 
at the teen-ager or school girl or the 
woman who wants low heeled shoes. In 
this ad five styles in Spring colors will 
be shown. ~ 

An ad is appearing in Ladics’ Home 
Journal, a half-page in black and white, 
also in the March issue. in this ad 
semi-arch type shoes and middle-of-the- 
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road shoes will be featured as well as 
the closed-up look. 

Space is planned for a full-page in 
Charm in their April issue. This will 
be a group of high fashion, low heeled 
wedge type and low heeled platform 
types. These will be more or less 
casual-type shoes. 

A tentative plan has been made to 
run a two-thirds page ad in Good 
Housekeeping in April. This ad would 
feature the American Nurse shoes. 

Another full page in Charm will fea- 
ture a casual Goodyear welt style. That 
particular ad has not gone to press yet. 
Another full page in Charm in black 
and white will appear in the May issue. 
This will show resort or Summer wear 
styles. 


March Ad to Launch 
M. N. Arnold Campaign 


1948 Spring and Summer advertising 
plans have been announced by the M. 
N. Arnold Shoe Company, creators of 
Arnold Authentics. Launching the new 
year campaign will be a full-page, four- 
color insertion in the March 15th issue 
of Vogue, to be followed by page adver- 
tisements in black and white, and a 
series of black and white advertise- 
ments in The New Yorker. Trade pub- 
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A Laird Schober promotion of Mink 
Brown calf, as edvertised by Livingston 
Bros. in San Francisco, Cal. 


lication insertions are planned for Boot 
AND SHOE REcORDER, Women’s Wear 
Daily, Footwear News and Creative 
Footwear. Arnold plans to further ex- 
pand promotional material fcr retailers 
with layout and copy service—including 
mats of latest authentic designs and 
complete advertisements in different 
mat sizes—display cards and four-color 


folders. 


Bates Originals 
Stress Style Element 


Bates Originals advertising and pro- 
motional program for Spring and 
Summer 1948 introduces a third factor 
—style. Advertising moves people to- 
ward the product, but it’s style that 
moves shoes off the shelves, Francis 
Ryan, sales manager of Bates Shoe 
Company, says. 

Continuous consumer ads in Esquire 
and Newsweek will illustrate a series 
of tested styles supplemented by the 
comfort story of Bates “Slipper-Free” 
benefit. 

Full pages in Boor AND SHos Re- 
CORDER and Apparel Arts will feature 
style flashes together with timely ideas 
for rounding out promotions. 

Dealer tie-ins, some of which were 
illustrated in a recent Recorper ad, in- 
clude a novel Shoe Master’s Bench, 
complete newspaper mat service and 
radio recordings for Bates Originals 
and Six Footers. These local point-of- 
sale items, and many others, are com- 
pletely illustrated in the firm’s sales 
portfolio. 


Bloom-ease Promoting 
Casual Line 


The Bloom-ease Company, Minneap- 
olis, will promote its line of Romps 
Casuals during March, April, May, and 
June, employing space in Junior Bazaar, 
Charm, Glamour, Seventeen, and Made- 
moiselle. Size of space to be utilized in 
these publications varies from quarter- 
pages in black and white to full-pages 
in colors. Dealer helps to tie in with 
national advertising will be furnished 
as will one, two and three-column mats 
for local newspaper tie-ups. 


Brauer Bros. to Use 
Color Ads 


In Brauer Bros. Shoe Company’s 
Spring and Summer promotion in ad- 
vertising for 1948, Paradise Shoes will 
be advertised in Life magazine and 
Ladies Home Journal in quarter-page 
black and white ads for the months of 
January, February, April, May, June, 
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and so on throughout the whole year. 


In addition, in the month of March 
Paradise Shoes will be advertised on 
a half-page in black and white, and 
color, in both Life and Ladies Home 
Journal and, further, in March they 
will be advertised on a full bleed page 
black and white, and color, in Vogue, 
Harpers Bazaar, Mademoiselle, and 
Junior Bazaar. This March promotion 
will be followed up with store-wide pro- 
motions in most cities throughout the 
United States. 


—_ 


Bristol to Push 
New “Sneaker" 


Bristol Mfg. Corp. has developed a 
new “sneaker,” a fabric rubber soled 
vulcanized shoe, embodying an arch sup- 
port. This shoe will be merchandised 
as the Bristolite Foot Positioner. 

It is the firm’s intention to use Boot 
AND SHOE RECORDER to get this over to 
the dealer. Consumer advertising has 
been planned but not decided. An ex- 
planatory brochure will be sent to deal- 
ers, and in addition, window displays 
and ad mats. 





Brown Shoe Company 


The eight divisions of Brown Shoe 
Company—Roblee, Naturalizer, Air 
Step, Forest Park, Westport, Buster 
Brown, Robin Hood and Pedwin—are 
receiving complete merchandising and 
dealer material for Spring, 1948, con- 
sisting of complete newspaper mat ser- 
vices, display material, direct mail, ra- 
dio, and many other items useful in the 
promotion and selling of their shoes. In 
addition, each of the divisions will have 
a program of national advertising, as 
follows: 

Roblee Division 

Full-page four-color ads will appear 
in Life, Pic and the Saturday Evening 
Post. 

Naturalizer Division 

Full-page, four-color ads have been 
scheduled for Life, Vogue and Cosmo- 
politan. 

Air Step Division 


Full-page four-color ads will appear 
in Life, and full-page black and white 
ads in Mademoiselle. 


Forest Park Division 
Full-page four-color ads are scheduled 


for Seventeen, Charm, and Made- 
moiselle. 

Westport Division 
Mademoiselle and Seventeen will 


carry full-page four-color ads on the 
Westport line. 


Buster Brown Division 
A half-hour network radio program 
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on the full NBC network of 160 sta- 
tions will be broadcast from Hollywood 
every Saturday morning. This program 
is on the air 52 times a year, and is a 
large scale advertising campaign for 
men’s, women’s and children’s shoes. 





Burns Cuboid Adopts 
Liberal Policy 


The Burns Cuboid Company of Santa 
Ana, California, propose to meet the 
future, competitive as it may be, with 
confidence. A policy of opening only 
in good stores, and servicing those ade- 
quately before attempting to open others 
will be intensified in 1948. 

A liberal advertising policy will be 
extended, with emphasis on national ad- 
vertising. More frequent space will be 
taken in the large consumer magazines, 
and part of this increase will be used 
in trade journals such as BOOT AND 
SHOE REcoRDER. By such a program 
recent increases in sales are expected to 
be maintained throughout 1948. 





Cobblers Follows 
Through to Point-of-Sale 


California Cobblers’ new, intensified 
advertising and promotion schedule is 
an expansion of the long-established 
policy of following national advertising 
through to the point-of-sale. 

The co-ordinated program for 1948 
includes a trade schedule, full-page two 
color advertisements and smaller space 
black and white ads in tested fashion 
media with a circulation of half a mil- 
lion or more. Good Housekeeping is for 
the first time included in this schedule, 
tied in with heavy point-of-sale stress 
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Volk's in Dallas, Tex., tie in their edver- 
tising with that of the British Walker 
brand by J. P. Smith Shoe Co. 


on two numbers, Moccaround and 
Snooper. 

Retail mats available for each style 
follow the appearance of the national 
advertising, for ready identification in 
customers’ minds. Suggested copy for 
mats and scripts for use on local radio 
stations also carry the themes estab- 
lished nationally. 

Mounted reprints of national ads are 
furnished all dealers carrying the ad- 
vertised styles. 

New in the sales promotional phase 
is a permanent display piece, furnished 
free to stores. Designed for use on 
counters, island displays, and in win- 
dows, the piece has space for a large 
mat finish photograph showing the shoe 
in typical use. Photographs to fit the 
various styles are shipped as a regular 
part of Cobblers’ packaged promotions, 
and kept in retailer’s permanent file for 
flexibility in merchandising. 

Another feature of the program is 
“Selling Happy Feet,” a sound slide 
film to be shown to retail salespeople, 
explaining the comfort construction 
story and the adaptability of Cobblers’ 
casual fashions to today’s fashion pic- 
ture. All Cobblers salesmen carry the 
film on the road, and buyers may book 
it to be shown in their departments. 

Consumers are informed about the 
features of Cobblers by means of a 
gaily illustrated booklet, inserted in the 
shoe boxes. 

A comprehensive publicity service 
covers local newspaper publicity, co- 
ordinated with the stores. 





Commonwealth Will 
Enlarge Program 


The Bostonian Spring 1948 advertis- 
ing schedule calls for a substantially 
increased program of colorful consumer 
advertising in Life, Saturday Evening 
Post, Collier’s, Newsweek and Esquire, 
January through June 1948, covering 
19 promotions, with a total of over 200,- 
000,000 readers—the largest national 
advertising schedule in the history of 
this company. 

This extensive consumer program is 
visualized to the trade and augmented 
by a coordinated plan of point-of-sale 
tie-ins covering window displays, dis- 
play props, newspaper ads, direct mail 
and radio spots shown in a comprehen- 
sive portfolio. This portfolio will reach 
the trade early in January. 

This national program will form the 
theme of a series of trade ads in Boot & 
SHOE RECORDER, January through June 
on a full-time schedule. 





Connolly Concentrating. 
On Dealer Helps 


In keeping with the Connolly Shoe 
Company advertising policy of many 
years standing, the firm is not contem- 
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plating anything in the way of direct 
consumer advertising outside of dealers’ 
stores. The advertising program in- 
eludes various types of dealer sales 
helps such as window cards, display 
pieces, electric signs, pamphlets describ- 
ing the shoes, and newspaper mats of 
complete advertisements and cuts of 
shoes in the line. 

Much of the advertising centers 
around the promotion of kangaroo 
leathers. 


Craddock-Terry Shoe 
Corporation ; 


Promotion plans of all divisions for 
the months ahead include, as heretofore, 
advertising to retailers through Boor & 
SHoe REcoRDER and Footwear News. 
In addition, American Gentleman Divi- 
sion will employ Men’s Wear, while 
trade messages from Miracle-Tread 
Division, Natural Bridge Shoemakers 
and Metropolitan Shoe Company will 
appear in Women’s Wear Daily. 


American Gentleman Division 


American Gentleman Division an- 
nounces a Spring campaign in the na- 
tional magazines now used. Lead-off 
is a full page, full color display in 


Esquire for March, with a well-rounded - 


schedule in The Saturday Evening Post 
and Collier’s. Against an action-provok- 
ing sports background, copy will appeal 
to style-conscious men of all age groups. 
Coordinated point-of-sale display, con- 
sumer literature and newspaper mat 
service complete an aggressive selling 
prograni. 


Natural Bridge Shoemakers 


Natural Bridge Shoemakers again ad- 
dresses a large audience through Vogue, 
Good Housekeeping and Mademoiselle. 
Highlighted by a full-color page in 
Vogue for March, this campaign covers 
the period February-May. Its over-all 
effect will be sharpened and localized by 
dealers who take advantage of pres- 
ently-available tie-in newspaper adver- 
tising, window and counter display, 
direct mail consumer material. 


Miracle-Tread Division 


Miracle-Tread Shoes for women will 
open their Spring campaign with a four- 
color page in the March issue of Glam- 
our. Black-and-white insertions in 
Ladies’ Home Journal for March, April 
and May are likewise scheduled. Major 
emphasis is placed on style, with copy 
embracing the familiar Miracle-Tread 
theme “Lovely Ankles.” Ample means 
for “tuning in” are offered Miracle- 
Tread dealers—Spring newspaper mat 
service, store displays, mailing pieces. 


Metropolitan Shoe Company 
The Metropolitan Shoe Company has 
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again selected Seventeen to carry the 
Ki-Yaks story to a fast growing market, 
the teen-age market, with four color ads 
in the February, March and April 
issues. The themes are built around 
typical teen-age situations and the copy 
slant is carried out in typical teen-age 
lingo. p-ordinated point-of-sale dis- 
play material and newspaper mat ser- 
vice tie the campaign into a complete 
package. 


Curtis to Expand Program 


Curtis Shoe Company’s advertising 
program covering Spring and Summer 
seasons through 1948 will be expanded 
over that of 1947 in all productive 
media. 

National advertising will include a 
series of four-color full-pages in Es- 
quire, and it will include other publica- 
tions of appeal to readers who seek the 
young men’s styling of quality shoes. 

Trade paper advertising will include 
full-page advertisements in BooT AND 
SHOE RECORDER, Apparel Arts, Coast 
Shoe Reporter, etc. 

Dealer helps for Curtis agencies will 
be all-inclusive, with material created 
for window display and store interior, 
with promotional literature, complete 
newspaper ad service, radio promotions, 
and various other material of proven 
value to the retailer. 








Air-O-Magic Appropriation 
Increased 

For the coming season, Air-O-Magic 
men’s shoe advertising has been in- 
creased in size of advertisements as well 
as in money appropriation.. Marion 
Shoe Division of Daiy Bros. Shoe Co. 
is now advertising to dealers in three 
trade magazines. National advertising 
is appearing in 18 national magazines 
which have a subscription and selling 
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Stride-Rite pronmrotion by Green Shoe 
Mfg. Co. is picked up in this ad by 
Wagoner-Marsh In Akron, Ohio. 






list of 25,000,000 copies. Ads are also 
appearing in the leading newspapers of 
the larger cities of the United States. 

The dealer also has access to window 
cards, radio scripts, newspaper mats, 
mailing leaflets as well as many other 
advertising helps. A help inaugurated 
during the war was the bi-monthly “Let- 
ter About The Shoe Business” mailed 
to over 5000 dealers. In-between, on @ 
semi-monthly basis, was a dealer leaflet 
calling attention to the condition of the 
in-stock department which is now func- 
tioning almost 100 per cent again on at- 
once and on mail-orders. 





Direct Mail to Supplement 
Daytimer Ads 


The Daytimer Shoe Company plans 
to feature both consumer advertising 
and direct mail in its Spring and Sum- 
mer campaign. There will be four-color 
and black and white advertisements in 
Mademoiselle and Seventeen, and for a 
dealer tie-up, window display cards will 
be keyed to the national promotion. 

As in other seasons, Daytimer will 
also provide direct mail helps, including 
catalogs and mat sheets covering their 
three divisions — Daytimer, Modern 
Miss, and Nature Footwear. Trade pa- 
per space will be used throughout the 
year. 





Desco Launching 
Comprehensive Program 


One of the most comprehensive ad- 
vertising campaigns in the history of 
their business will be launched this 
Spring by the Desco Shoe Corporation. 

Important fashion magazines have 
been scheduled to carry the advertise- 
ments. The magazines to be used are: 
Mademoiselle, Seventeen, Charm, Call- 
ing All Girls, Glamour and Junior 
Bazaar. Featured in these fashion 
magazine ads will be a new line of high 
wedgies which the corporation has de- 
veloped for presentation this Spring. 

Designs are being made for an il- 
lustrated window and counter display 
which will be distributed to Desco deal- 
ers in the very near future. Trade ad- 
vertisements will be continued in Boor 
AND SHOE RECORDER, Women’s Wear, 
Creative Footwear and the Coast Shoe 
Reporter. 

Also included in the company’s ad- 
vertising plans for Spring is a compre- 
hensive direct-by-mail campaign to the 
dealers throughout the nation. This 
campaign is planned to advise dealers 
of new numbers coming through and 
to keep them posted on tie-ins that are 
to be effected between the dealer and 
the national advertising as it appears. 

An all-inclusive mat service, which 
will make it easy for dealers to use local 
newspaper space, is being sent free. 
Window display suggestion and radio 
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RED MOLDED NON- 
SLIPPING OUTSOLE 


Strong black duck upper . . . quarter reinforcement 
with four thicknesses of duck . . . webbed duck back- 
stay . . . dusky red molded non-slipping outsole . . . 
special high sun-tone foxing to edge of sole with sturdy 
toe cap and ankle patch to match . . . full sponge duck 
insole with molded cushioned arch and heel . . . these 
features make Streamline Pla-Shu's tops for all out- 


Streamline Pla-Shu's are easily door and indoor sports. 


identified by the ankle patch 
bearing the Pla-Shu trade-mark. 


Newspaper mats featuring the 


Streamline Pla-Shu for men and 
ye en fT A RVI NUS | al BB , L U. 
your distributor. - 


January 15, 1948 





scripts are also available to dealers 
without charge. 





W. L. Douglas Announces 
Spring Ad Plans 


Extensive plans for a heavier sched- 
ule of magazine and newspaper adver- 
tising for Spring 1948 have been com- 
pleted, it was recently announced by 
officials of the W. L. Douglas Shoe Com- 
pany. ; 

Collier’s magazine will spearhead the 
national campaign with an increased 
number of full-page and half-page color 
ads. An important addition to the 
Spring list will be the Saturday-Eve- 
ning Post. Black and white ads will 
run monthly in Sport magazine, as well 
as in American Legion and Boys’ Life. 

Newspaper ads will appear weekly 
during the heavy selling season in 
March, April and May in the daily 
newspapers of cities where the company 
owned and operated retail stores are 
located. 

A Spring mat catalog for the whole- 
sale division has been prepared and 
dealers will receive full benefit of a 
carefully planned, well integrated and 
compete merchandising and display pro- 
gram. 


Enlarged Program 
For Irving Drew Corp. 


Drew and Dr. Hiss Shoes are being 
backed up by a greatly enlarged ad- 
vertising program. The emphasis in 
this program is designed to feature the 
retailer. The national advertising pro- 
gram in Vogue and Ladies Home Jour- 
nal will be carried on with merchan- 
dising tie-ins. A new direct mail piece 
has been designed to supplement this 
program. 

In addition to exact detailing on new 
newspaper mats and display cards, the 
company has designed an original idea 
of small “shoe size” display cards that 
can be used in actual window trimming, 
rather than being restricted to use as 
background material as is necessary 
with large display cards. ; 





Increased Program for 
Dunn and McCarthy 


Dunn and McCarthy, Inc., plans a 
considerably increased advertising pro- 
gram on Enna Jettick shoes for Spring, 
1948—much broader than anything 
which they have been: able to plan at 
any time during recent years. 

While details have not as yet been 
worked out, magazine, newspaper and 
some trade paper advertising, as well as 
dealer helps and a retail sales personnel 
training program, are to be continued 
on an expanded basis. 
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Endicott-Johnson 
Plans Not Complete 


The Spring advertising and promo- 
tion plans of Endicott-Johnson are not 
complete to date. 

However, the company will have a 
line of window cards and dealer helps 
—also a mat service for all its accounts. 





Foot Saver Ads in 
Fashion and Women's Magazines 


Foot Saver Shoes will continue to 
base its advertising program for 
Spring, 1948, on a magazine schedule 
which “includes both fashion and 
women’s service magazines. 

Particular emphasis will also be 
given to coordinating this with the 
local dealer by means of a newspaper 
service, direct mail and point of pur- 
chase displays. 

An added feature this season to the 
advertising plan will be an educational 
series of advertisments in BooT AND 
SHOE RECORDER and the Coast Shoe Re- 
porter. 


Freeman to Use 
National Medica 


For the 18th consecutive year, Free- 
man national-advertising will be spear- 
headed by a series of ads in the Satur- 
day Evening Post. This will be aug- 
mented by a campaign in Esquire and 
Collier’s. It is quite probable that an- 
other national magazine with excellent 
metropolitan coverage will be added to 
the list. 

The firm’s official trade medium will 
be Boot & SHOE RECORDER. Dealer helps 
will include a complete newspaper ad 
mat service, direct mail pieces, window 
cards, price tickets, custom window 
background panels, billboard posters 
interior and exterior neon signs, etc. A 
Spring catalog is on the presses. All 
promotional efforts will be directed to- 
wards expanding the trade in Freeman 
top grades. 


French, Shriner & Urner 
Stress Dealer Cooperation 


French, Shriner & Urner advertising 
plans for Spring and Summer include 
the continued use of space in a selected 
group of national magazines and lead- 
ing daily newspapers in the larger cities 
throughout the country. This national 
advertising will be supplemented by 
regular advertising schedules in trade 
papers covering shoe retailers. 

Tying in with this advertising in 
national and trade publications will be 
a comprehensive plan of co-operation 
with the dealers selling French, Shriner 












This plan will 
include supplying these dealers with 
prepared material covering all types of 
local advertising and promotion. 


& Urner men’s shoes. 





Frye Boots Offered 
Direct to Retailers 


The new sales policy of the John A. 
Frye Shoe Company offers the com- 
pany’s Rancher Boots direct to the re- 
tail trade for the first time, according 
to C. L. Robins, sales manager. Promo- 
tion plans include direct mail, a mat ser- 
vice for dealers, window display mate- 
rial and trade paper advertising start- 
ing in February issues. 





General Shoe Corporation 
Acrobat Shoe Company 

The Acrobat advertising for the 
Spring season will, as usual, be carried 
in metropolitan newspapers throughout 
the country. In addition there will be a 
Spring series of full-page, four-color 
ads in Vogue and Parents’ magazines. 

Dealer helps include two complete 
window displays, a window shoe service, 
window cards and the well known 
Tumblin Tim library for children. 

Announcements of the Acrobat propo- 
sition will be made from time to time in 
the trade papers. 


Cadillac Shoes for Men 


Cadillac shoes for men will be adver- 
tised nationally for the first time in 
Spring, 1948, with six advertisements: 
three half-page bleed ads in Look, and 
three quarter-pages in Esquire. The 
campaign runs from March 30 through 
June. Three style promotions will be 
featured in the ads. “Clickers,” “Velour 
Buck” and “Coolvent.” 

Cadillac’s display package includes 
three colored three-dimensional panels 
with wood cut-out letters, a 33x14-inch 
maple and walnut displayer designed to 
display two pairs of shoes and a color- 
ful fluorescent sign for counter and 
window. 

In addition, dealers will be supplied 
with advertising mats, window cards 
and price tickets. 

So far as trade publications are con- 
cerned a double-page spread will appear 
in Boot AND SHOE RECORDER. 


Cedar-Crest Service Shoes 


Advertising for the new Cedar-Crest 
Shoe Company’s line of service shoes 
will include six half-page advertise- 
ments: three in Southern Agriculturist 
and three in Farm and Ranch. Five 
specialized selling features are stressed 
—“Cork-Spring” cushion insole, horse- 
hide leather, “Vul-Cork” soles, moulded 
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LADIES’ ADJUSTABLE 
PLASTIC SHOE TREES 


FEATURING .. . Beautiful opaque 
or transparent assorted brilliant rain- 


bow colors-of “Clear-as-Crystal” 
transparent plastic .... Easy 
patented adjustment to 
various shoe sizes. . . 
Spring-back tension and 
precision design to as- 
sure proper shape of 
shoes. IDEAL for 
every SHOE, GIFT 
and NOTIONS 
DEPARTMENT! 


now only 


$660 © 


F.O.B. St. Louis 
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NEW . . . for window shoe display 
forms. Beautiful “Clear-as-Crystcl” 
Transparent Radiantrees. 
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Shoe Promotion Plans for Spring 


back, and “dress shoe fit.” Campaign 
runs from March through May. 

As a special inducement for dealers 
to promote the Cedar-Crest line, a four- 
door Buick sedan will be awarded to the 
dealer who has the best all-around pro- 
motion on the line for Spring. 

Dealer aids—Giant posters, window 
streamers, identification signs, special 
Cedar-Crest wrapping paper, Cedar- 
Crest buttons, permanent cedar wood 
display, mounted national ad reprints, 
price tickets, newspaper mats and trade- 
building premiums are all included 
along with various other items for aid- 
ing the dealer. 


Edgewood Shoe Company 


To supplement and enhance the pre- 
dominating trend to the “New Look” 
Edgewood Shoe Company has geared its 
Spring and Summer advertising cam- 
paign on Friendly Sports to a theme of 
light-appearing and opened-up styles. 

Special promotions will be featured on 
fashion-tested color combinations in 
three fashion magazines. Sparked by 
layouts stressing something new and 
different in welts, full-page ads in four 
colors will appear in Seventeen, Made- 
moiselle, and Calling All Girls. 

Retailers will be able to tie in with 
these promotions through ads appearing 
in BooT AND SHOE RECORDER and Foot- 
wear News. Expanded newspaper mat 
service and selling aids will be available 
free to the trade. 


Fortune Shoes for Men 


National advertising of Fortune shoes 
for men will include seven full-page 
four-color advertisements: four pages 
in Collier’s, three pages in Pic. Four 
style promotions to be featured in these 
seven ads: “Summertime” _ series, 
“Flexi-Woven” series, “Frontier Buck” 
styles and “Rockits.” Campaign runs 
from March 13 through June. 

Trade publications—six pages in 
BooT AND SHOE RECORDER, six pages in 
Footwear News, three pages in Coast 
Shoe Reporter. 

Dealer Aids—Deluxe point-of-sale 
motion d@play, four full-color panels 
with hand-painted moulded figures to fit 
blond mahogany frame, all designed to 
tie in with the current campaign. 

Direct mail consists of colorful six- 
page folder which ties in with the na- 
tional ad theme. Also dealers will re- 
ceive catalog of dealer newspaper ad- 
vertisements and complete assortment 
of window cards and price tickets. 


Jarman Shoe for Men 
National advertising of Jarman shoes 
for men for Spring will include: Ten 
full-page, four-color advertisements: 
three pages in Life, four pages in The 
Saturday Evening Post, three pages in 


Esquire. Six style promotions will be 
featured in these ten ads: Hand-Sewn 
“Moc-Sans,” “Hand-Woven” _ styles, 
“Million-Aires,” “Brushed Buck” styles, 
“Sportables” and “Breezealongs.” 
Theme of all ads: “Look Smarter— 
Jarman styles are distinctive ... Feel 
Better—Jarmans have ‘friendliness of 
fit.’” Campaign starts March 1 and 
runs through June 5. 

Dealer Aids—Permanent, illuminated 
“two-way” display that can be used as 
shoe displayer or separately to hang in 
window or inside store; Jarman neon 
sign; frosted oak frame with fluores- 
cent light including five new panels to 
fit frame; three special deluxe window 
panels which fit into a standard size 
frame. Numerous other dealer helps. 

Direct mail will consist of one color- 
ful insert folder which ties in with na- 
tional ad theme, and three postcards. 
Also dealers will receive catalog of 
dealer newspaper advertisements and 
radio spot announcements. Complete 
assortment of window cards and price 
tickets. 

Six pages of advertising will appear 
in Boot AND SHOE RECORDER, six double 
spreads in Men’s Wear, six pages in 
Footwear News, three pages in Coast 
Shoe Reporter. 


Skyrider Shoes for Boys 


Skyrider shoes for boys will promote 
the Spring line with a nationwide con- 
test in which 103 prizes, including 
Whizzer motor bikes and Zenith radios, 
will be awarded in a competition of 
jingle writing. Colorful displays, cards, 
entry blanks and price tickets will be 
furnished dealers to promote the contest. 

Trade publications — double - page 
spread in Boot AND SHOE RECORDER. 


Gilbert Provides 
Sales Helps to Dealers 


Gilbert Shoe Company will have sev- 
eral different folders, birthday cards, 
blotters, price tags and balloons for cus- 
tomers this coming season. With the 
exception of the balloons, this advertis- 
ing is furnished free to the dealer and is 
imprinted with his name and address. 
In addition to this, the company fur- 
nishes window display signs and counter 
signs. There is an electric neon Kali- 
Sten-Iks sign available at a small 
charge. - 

In addition to the above, mats of 
shoes and also mats of entire newspaper 
ads are available to Kali-Sten-Iks deal- 
ers. A cooperative newspaper advertis- 
ing plan is in force with customers 
whereby the company pays part of the 
cost of newspaper advertising. Ads in 
Boot AND SHOE RECORDER will be con- 
tinued. 


Intensify Stride-Rite Program 


Green Shoe Mfg. Company, makers 
of Stride-Rite shoes, have complet- 
ed plans to intensify their advertising 
program for the Spring of 1948. Basic- 
ally the same procedure which has been 
successfully employed for the past sev- 
eral years will be used, except to a 
greater degree. 

National advertising, both in black 
and white and four colors, will spear- 
head the campaign. In addition to this, 
consistent advertising in trade publi- 
cations, direct mail to dealers, a com- 
prehensive dealer mat service and 
point-of-sales material will all be 
brought into play. 

Stride-Rite will also continue with its 
basic theme in which it tells mothers 
that shoes can be outgrown before they 
are outworn and that frequent size 
check-ups are important. It has been 
found that not only does this institu- 
tional policy instill confidence on the 
part of their dealers but that it is do- 
ing a constructive job for the industry. 


Extensive Campaign for 
Penaljo 


Hamilton, Scheu & “Walsh Shoe Co. 
is planning an extensive advertising 
campaign on its Penaljo casual line. At 
least one full-page, four-color ad per 
month will be run in the fashion maga- 
zines. This is being supplemented by 
display cards, mats and various other 
merchandising aids. 

Full-page, four-color ads are sched- 
uled in the following magazines: 
Mademoiselle, January; Junior Bazaar 
(cover), February; Harper’s Bazaar, 
March; Charm, March; Glamour, 
April; Vogue, May; Seventeen, May. 

The firm is sending to dealers a 
brochure of newspaper ads, carrying 
the same theme as the national ads, to 
be run in their local newspapers. 


Heavy Schedule for 
Pine Tree Moccasins 


Promotion of Pine Tree Moccasins, 
manufactured by Hammond Moccasins 
Inc., of Bangor, Maine, will include a 
heavy schedule of full-color pages in 
national magazines and trade publica- 
tions, and will be backed by direct mail 
and point-of-sale display material to af- 
ford retailers an effective merchandis- 
ing tie-up. Copy themes will stress 
genuine hand-sewn moccasin construc- 
tion in “America’s smartest moccasin 
styles,” and will promote the line as 
the ideal leisure footwear for comfort 
and smart appearance. The Pine Tree 
line has been augmented by the addi- 
tion of many new styles in a variety of 
colors and color-combinations. 

[TURN TO PAGE 130, PLzasE] 
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Look at your packing 


from the customer’s point of view 


Shoes are fashion merchandise that is literally sold “off 
the floor.” 

The retail salesman usually turns your trademarked 
box cover upside down, nests the box in it, and down go 
both on the carpet! 

Don’t blame the salesman; it isn’t deliberate; nor can 
you change shoe selling habits. But you can keep your 
name in front of the customer during the fitting . . . the 
way I. Miller and other owners of valuable names are 
doing, with the help of Whiteford Paper's specially de- 
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signed inside tissues. Inside tissue,in your exclusive de- 
sign, will give you two other advantages. It will enhance 
the quality appearance of your shoes. And, since most 
shoes are carried out in bags or ordinary wrapping, your 
tissue will again advertise your name when the customer 
gets home. 

Our staff of design artists, four mills of controlled 
paper quality and five offices are at your call. You can 
consult us without obligation. Write, or use the coupon 


TO SAVE YOU TIME 
Whiteford Paper Co., 420 Lexington Ave., New York 17, N. Y. 
I'm interested. Tell me more—without obligation. . 
Name 
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Company 
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SOS & thee?” with a naw She buys all kinds of eee ised buys more of each 


family that keeps her busy buying goods... for family, home, herself kind of goods... more frequently! 


She buys more (rintoot 
Sort-sole Shes teat any oer 
natiolally wavertised braid 


You reach the profitable Mother Market more 
easily—-when you feature best-selling Trimfoot Shoes. 
Month after month, advertisements in 20 publications 

are helping to create a buying habit that continues to 
build sales for you as youngsters start with Trimfoot 
Baby Deer Shoes right at birth and graduate into Trimfoot 
Pre-School and School Shoes. There’s a Trimfoot Shoe 

to fit every child’s need, from birth to teens. And that 
means extra profits from year-after-year sales for you. 


4 TRIMFOOT COMPANY 
TRIMFOOT TERRACE 
FARMINGTON, MISSOURI ' 
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BABY DEER SHOES + PRE-SCHOOL SHOES + SCHOOL SHOES 
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CHICAGO STORES HOLD 
YEAR-END CLEARANCES 


YEAR-END clearances in footwear 
were the order of the day in almost 
every Chicago store. A few were an- 
nounced even before the Christmas 
buying season came to an end. One of 
the large popular-priced chains was 
selling shoes as low as $2.97. Else- 
where a good selection of medium- 
priced shoes were to be had as low as 
$4.90 and $5.99. A fairly large assort- 
ment was available, with, perhaps, 
fewer opera pumps being offered at 
reduced prices. Extremely high plat- 
forms were to be found among those 
at some specialty shops, while gen- 
erally speaking, the open toe,.open- 
heel models were in the majority. 

As the holiday season progressed 
there was an upsurge of consumer in- 
terest in evening slippers. Very rich 
and handsome was the variety to 
choose from. Fabrics and leathers ran 
the gamut from elegant brocades to 
satins and metallized kidskins, en- 
crusted with embroidery or sequins or 
rhinestones or all three. Beamed to 
the younger crowd was an ad of Saks- 
Fifth Avenue which announced their 
“own Alice in Wonderland slippers,” 
flat heeled pumps of the Mary Jane 
type with narrow ankle strap or rib- 
bon anklet tie. Also highlighted at 
this store was a line of high heeled 
evening slippers, several fashioned of 
narrow strippings of gold or satin to 
form a criss-cross over the vamp. For 
the formal season Joseph promoted 
a satin slipper with high laminated 
platform sole. This, as well as the 
narrow stripping which formed the 
vamp and joined a wish-bone strap 
was densely covered with rhinestones. 
Carson's, too, promoted the satin slip- 
per, frequently with draped vamp, or 
the strapped type of gilt kid. At 
O'Connor & Goldberg an outstanding 
model combined satin with gilt kid, 
the latter covering the platform sole 
and forming one of the broad slant- 
ing bands which swathed the instep. 
New at Joseph’s was the bronze kid 
developed in a spike-heeled slipper 
with closed back and high-set ankle 
bracelet. 

Fourteen different colors are cur- 
rently being promoted at Field’s in 
their footwear designed for resort 
wear. Pastels as well as red, green, 
purple, fuchsia, orange, and several 
exotic shades are included in this 
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stock. Many have matching handbags. 
most of them in dressy sports inter- 
pretation and some designed for 
evening wear. 

Now that Winter's here, Spring 
can’t be far behind, for already some 
shops are promoting patent leather. 
A varied assortment is currently being 
shown at O'Connor & Goldberg in- 
cluding all-closed as well as open 
models. Black suedes continue as the 
city’s best sellers with more attention 
given to dressy types. Pumps and 
ankle straps are most favored with 
modified platforms continuing to claim 
considerable consumer acceptance. 


* * * @ 


POST-HOLIDAY SALES 
GOOD IN NEW YORK 


PosT.CHRISTMAS sales brought in 
a gratifying response in spite of the 
recent snowstorm, report a number of 
New York shoe buyers. A Fifth Ave- 
nue merchant stated that the use of 
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NESS 
Resort shoes were offered to South- 


bound customers in this ad by Mar- 
shall Field's in Evanston, Illinois 


many gift certificates, averaging about 
fifteen dollars, stimulated business in 
his department. 

Evening shoes sold best during the 
heliday season on medium heels, ac- 
cerding to a number of quality mer- 
chants. Several stated that gold or 
silver kid sandals on high or flat heels 
seld well. Satin sandals, with or with- 
out piping, and dressy suede shoes 
were runners-up. However, nearly all 
agreed that the evening shoe business 
was not as brisk as usual. A few at- 
tributed this to continuing price re- 
sistance. 

In street types, black suede and calf 
continue as best selling leathers. 
Ankle straps on one-half inch plat- 
forms, high-heeled sandals, sling and 
opera pumps and low-heeled wedges, 
as best selling types, indicate a trend 
to Spring selling, a number of buyers 
point out. The opera pump classic or® 
in many versions, is such a big sales 
item that re-orders on this shoe are 
high. 

Shoe merchants agree that practi- 
cal slippers of a warm, cozy type have 
been popular. Leather slippers were 
number one sellers with shearlings, 
scuffs, wedges and satin mules in 
colors representing «a large portion of 
sales figures. Some novelty slippers, 
moderately priced, brought in added 
sales. In general, slippers have gone 
so well that many departments are 
nearly sold out. 

Where accessories are available in 
the shoe department, buyers find a tre- 
mendous response. One high quality 
merchant reports that in his store 
reptile accessories such as bags, belts, 
cigarette cases and holders, and um- 
brellas are selling exceptionally well, 
especially in high colors. 

An unusual demand for rubber 
items, stimulated by early snowstorms, 
caused a near sell-out in many depart- 
ments. Rubber boots literally walked 
off the shelves, followed closely by 
velveteen boots and rubbers. 


* * * 


CLEARANCE SALES GENERAL 
IN BOSTON STORES 


MID-WINTER shoe sales were held 
in many Boston stores during the 
closing week of the year and the first 
two weeks in January, following 
an unsatisfactory December during 
which, for the first time in 1947, many 
stores showed unit pair decreases 
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large enough to more than offset in- 
creased prices. The net result in these 
stores was a reduced dollar volume- - 
the largest reported being nearly 20 
per cent. 

This comparison, of course, is with 
December of 1946, which was an ex- 
ceptionally good month. Figures for 
the entire year make a better showing. 
several stores having reported slight 
gains in dollar volume over 1946. 

The demand for shoes to wear with 
formal gowns was good just before 
New Year’s Eve, but was confined for 
the most part to gold and silver kid 
pumps and sandals with some draped- 
vamp suedes with open toes and heels. 
Stores catering to women who nor- 








mally leave for Florida at this time of 
year reported a distinct falling off in 
that business. 

The Kay’s-Newport store at the cor- 
ner of Boylston and Tremont Streets. 
offered for sale at a flat price of 
$5.95 a wide variety of dress footwear 
formerly priced from $8.95 to $16.95. 
Included were several patterns in 
black suede, both with and without 
platforms, some sling-backs  wit'i 
closed toes, others with open toes, all 
with medium and high heels. In 
smooth leathers were included low- 
heel sling-backs in blue, black and 
brown. Their Back Bay store on 
Boylston Street offered moccasin-pat- 
terned casuals with buckled straps in 
brown and red with crepe soles at 
$8.95. 

Two nearby stores on the same 
street, Treadeasy and Stetson, both 
elected the last week of the year to 
begin their regular clearances. The 
latter had on sale broken size runs in 
pumps of black suede, brown and 
black smooth leather and brown alli- 
gator. Prices were $4.95, $6.45 and 
$10.45 for shoes formerly priced at 
$9.95 to $15.95. There was no reduc- 
tion in the price of shoes, stocks of 
which were amply sized. The Tread- 
easy store confined its sale to a lim- 
ited lot of staple oxford types at 
$5.95, formerly $7.95. 

The annual sale at the Tremont 
Street Walk-Over shop showed the 
sharpest reduction on casuals of red. 
brown and black smooth leathers at 
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Gold and silver treatment of cobra 
leather“was offered by Himelhoch’s 
in Detroit for partying customers. 





$4.95, and including even one _pat- 
tern in white with black saddle. Black 
suede flats were being sold at $5.95 
and dressy pumps in suede and com- 
binations of suede and smooth leath- 
er, at $8.95 to $10.95. 

Barclay’s high-grade store. also on 
Tremont Street, put on sale on De- 
cember 26 a lot of 3,861 pairs of both 
low and high-heel pumps and sandals 
in suede, smooth and patent leathers 
at a flat price of $8.90 for shoes for- 
merly selling at $12.95 to $16.95. Sizes 
were broken. 


* * > 


ST. LOUIS BUYERS SEE 
NEED FOR BALANCED STOCKS 
Buyers in St. Louis view the cur- 


rent year as one in which branded 
merchandise and a variety and well 
rounded balance of stocks will be high- 
ly important. In explaining the rea- 
sons for such a belief buyers stress 
the increasing selectivity of the con- 
sumer and a gradual though con- 
sistent rise in price resistance. Al- 
though already calloused to the sev- 
eral price hikes which had to be 
passed on to their customers during 
1947, and philosophical about con- 
sumer reaction to future increases, 
most shoe men here feel that the 
tempo of early Spring selling in Feb- 
ruary and March may give a fairly 
accurate indication of the sales and 
unit volume picture for the remainder 
ot 1948. 

Prices of shoes obtained on Janu- 
ary and February deliveries. they 
point out, will include markups cover- 
ing the additional rounds of wholesale 


price increases put into effect by man- 
ufacturers during and since the Chi- 
cago Fair. And the consumer reac- 
tion to these still higher prices, they 
believe, should be significant in re- 
flecting shoe purchasing habits for the 
seasons that follow. 

With employment and purchasing 
power in the St. Louis area continu- 
ing at peak levels, a number of buyers 
maintain that the smart merchandiser 
should be able to continue to do a 
profitable business. In spite of this’ 
sentiment, however, some buyers say, 
as previously noted in the REcorpER. 
that a continuance of the shoe price 
spiral will shortly explode in a con- 
sumer rebellion, resulting in a down- 
ward movement in prices. 

In support of an optimistic outlook 
for 1948 are the statistics of the Eighth 
Federal Reserve Bank in St. Louis re- 
vealing the department store sales 
story for 1947 up to December 20th, 
compared with the same period for 
1946. In dollar volume St. Louis stores 
were 8 per cent ahead. St. Louis 
stores also were ahead by the same 
figure percentagewise for the week 
ending December 20, 1947, over the 
same week in 1946. 





NEW HAVEN STORES 
VIEW "48 WITH CAUTION 


NEW HAVEN shoe retailers, saying 
goodbye to 1947 and totaling their 
year’s business, found that they have 
also said goodbye to the old days of 
high unit sales, although dollar for 
dollar ’°47 matched, and in many cases 
passed, 1946. 

December finished a year for local 
retailers in which dollar volume, month 
for month topped marks of the previ- 
ous year. December’s figures ran close 
to a 15 per cent rise over December 
*46, but dollar volume held little cheer 
for either men’s or women’s shoe store 
operators, who are working on smaller 
mark-ups and facing future price 
hikes, and forecasting that "48 unit 
sales will fall below °47 figures. 

December business was declared to 
be good by all retailers. Women’s 
stores found slings, black suede plat- 
forms and reptiles out.in front in all 
price ranges, but the stores which 
carry accessories reported a disap- 
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Merion of te hetell Trade 


pvinting Christmas sale. Several high 
style stores found themselves with 
good sized inventories on their hands 
and indications are that January 
should be a month of sharp shoe re- 
ductions. ' 

In men’s shoes, brogues in mahog- 
any stains and cordovans were heavy 
sellers, with blacks way off. The drop 
in black shoe sales, both for dress and 
business wear, was puzzling to many 
retailers, and was partly explained by 
some who claim that the lack of 
tormal affairs this Winter was re- 
flected in the smaller sale of suitable 
shoes. Slipper sales also were disap- 
pointing to many retailers, for they 
were nowhere as heavy as anticipated. 
Seft slippers seemed to be popular 











earlier in the month, but on the whole 
Christmas demand petered out well in 
advance of the last furious days of 
buying. 

The announced, reported and ru- 
mored price hikes in both men’s and 
women’s shoes are causing consider- 
able worry among retailers, all of 
whom agree that caution will be the 
watchword for 1948. Smaller inven- 
tories, most shoe men feel, will be 
carried while they wait hopefully for 
the leveling-off point, and most retail- 
ers fail to see how they can pass on 
new price rises without running face 
to face with bitter customer resistance. 
This is particularly true in men’s 
stores. where several already have ac- 
cepted the declared price increases of 
manufacturers, and will absorb them 
in the stores’ already shrunken 
mark-ups. 

In saving goodbye to 1947 retailers 
mostly agreed that it wasn’t a bad 
year, and that they'll be happy if 
1948 will turn out as well—but they 
have their doubts. 

* * * 


SALES HELD UP 
IN SAN FRANCISCO 


MERCHANTS in San Francisco ex- 
perienced two distinct waves of holli- 
day buying at the end of the year. 
The first came at the beginnig of 
December when stores were literally 
swamped with customers who seemed 
to be on a regular buying spree. Many 
of these were shoppers with their first- 
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of-the-month checks who wanted to 
get their Christmas buying done early 
while the selections were good, as well 
as families buying their Winter out- 
fits. 

This deluge of shoppers came not 
only from the City of San Francisco. 
but from the suburban areas within 
a fifty mile radius. Many merchants 
said they had never before experi- 
enced such a wave of early December 
buying. 

This was followed by a sudden let- 
down and then a gradual picking up 
of sales with the usual last week 
Christmas shopping rush. 

Total sales in most shoe stores and 
departments were about the same as 
in 1946 for the month of December. 
Some merchants stated that unit sales 
in the lower priced lines were higher 
than the year before, but that the 
total sales volume was less due to 
smaller sales totals in the higher 
priced brackets. 

Most of the leading shoe stores fea- 
tured merchandise gift orders in both 
their advertising and window displays. 
These, along with children’s shoes and 
boots, and handbags, gloves and 
hosiery for women, and slippers for 
all the family, constituted the bulk of 
the promotional efforts of both the 
downtown stores and the neighbor- 
hood shopping area stores. 

Immediately following Christmas 
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Used as a feeler by Wetherby-Kay- 

ser, Los Angeles, to determine the 

demand for colors for Spring, this ad, 

plus a window display, caused a sell- 
out of the shoes featured. 


shoe retailers started semi-annual 
clearance sales of their better quality 
shoes. Reductions of from 25 per cent 
to 50 per cent were offered with a 
good variety of styles and sizes to 
choose from. Customer response was 
good the first day or two but quickly 
slackened off. Some merchants took 
this as an indication that most fam- 
ilies are well supplied with footwear 
now and are only buying the occa- 
sionally needed replacements. 

1947 as a whole was a very satis- 
factory business year here, but, with a 
few exceptions, it was not quite as 
good as 1946 for most of the shoe 
merchants in this area. 

* * * 


HOLIDAY BUSINESS GOOD 
IN UPSTATE NEW YORK 


HoLIpAY shoe business in Bingham. 
ton, N. Y. was generally good, but 
spotty, a check of representative 
stores indicated. Several large stores 
reported volume ahead of the previ- 
ous year, while a few others found 
their figures substantially lower. 
Analysis of results seems to show that 
retailers who advertised heavily ob- 
tained the best results, while small ad- 
vertisers or non-advertisers recorded 
disappointing sales totals. 

Holiday business brought no impor- 
tant change in style trends previously 
prevailing. Customers continued to 











favor black and brown over other col- 
ors, although red and green retained 
most of the popularity shown during 
the Fall months. The trend toward 
closed shoes showed little accelera- 
tion. Dealers continue to buy many 
open numbers to meet the demands 
ef a substantial segment of the public 
which is slow to change. 

Slipper sales were good, reflecting 
ample stocks and the availability of 


well known brands. 
* + * 


TWIN CITIES HAD GOOD 
HOLIDAY BUSINESS 
Minneapolis. 
SHOE stores are well satisfied with 
the holiday business, with general 
agreement that shoes and gift certifi- 
cates, due to excellent advertising and 
[TURN TO PAGE 142. PLEASE] 
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Meet your 


Mid-western 


Huskies’ 


Dsisleluiela 


Calling ail retailers from Minnesota, 
lowa, Michigan, Indiana 

Wisconsin and Illinois! Get in touch with 
your new Huskies headquarters! 

The William Cohan Company are the 
exclusive distributors of the 


Huskies styles you've been waiting for 


HUSSCO SHOE COMPANY 


January 15, 1948 





See their complete stock! 
See the fast selling 
“LIFE” advertised Huskies styles! 


Don’t wait .. . call or write today! 


1328 BROADWAY, NEW YORK 18, N.Y. 














RECORD SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Mateclarting ot Ms rhs 


St. Louis 


Sources close to the production end of shoe manufac- 
turing here are enthusiastic about prospects for production 
during the new year. Some of them say it will equal or 
even surpass the record levels of 1947. Plans are under 
way, they point out, by several large producers to expand 
their output through the opening of new factories in the 
South Missouri, Arkansas and Tennessee areas. Some of 
these plants have already been completed, others are near- 
ing completion and a number are in the blueprint stage. 
Such action can only indicate, they say, that St. Louis pro- 
ducers are out to get a larger share of the nation’s shoe 
business in 1948 than they did in 1947. 

Such a production jump and the necessary demand surge 
for the St. Louis-made product, these sources affirm, will 
become a reality in spite of a receding unit volume at 
retail across the nation, because the increased pairage will 
tend to keep prices below the level of manufacturers whose 
production is lagging. Such an analysis of the future, how- 
ever, is not shared in all sections of the industry. There 
are a number of manufacturers who feel that still higher 
production and materials costs are on the way and that 
when they arrive the higher wholesale prices will create 
such an inventory surplus among retailers that production 
will have to recede. 

Currently, however, there are several indications of con- 
tinued high production in addition to the factory expansion 
in the outstate area. Pattern makers are working at peak 
levels, with a number of them still finding it necessary to 
work overtime to keep abreast of thei: orders. In the past 
week a number of manufacturers have put more model cut- 
ters to work. Stylists are busy with new ideas to add a 
greater variety of patterns to their lines, and except for a 
few isolated instances manufacturers are much more in 
need of patterns than they are of cutting. 


Chicago 


As the new year advances shoe men try to evaluate the 
future in terms of past experience and still find many un- 
predictables, many imponderables in the coming twelve- 
month period. Many who are so bold as to prophecy believe 
that the 1948 outlock is bright. at least for the first six 
months of the year. Others foresee a lessening in general 
business activity, although not a serious one. merely less 
than in 1947 which they think reached the peak. What the 
future holds for the leather and shoe business no one can 
foretell with accuracy, for here, again, many “ifs” enter the 
discussion. In the main, retailers seem agreed that unit 
sales will continue to decline and on this basis plan fewer 
units in their Spring purchasing. With higher costs and 
higher replacement values, they believe their dollar volume 
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may end up the same as during the last year. But obviously 
units must decline, anywhere from 10 per cent to 20 per 
cent. 

With this thinking in evidence, manufacturers plan to use 
considerable caution in proceeding with production. Many 
say they will do no cutting to speak of without definite com- 
mitments from their retailers. There is talk that the price 
of Spring merchandise will be up about 10 per cent. How- 
ever, this is not official, but it seems to be a generally ac- 
cepted proportion. Although the larger outlets do not seem 
to find this too alarming, the neighborhood store owner be- 
lieves it may account for more concerted resistance on the 
part of his customers, who have already been complaining 
audibly for some time about present-day prices. 

Everywhere there is evidence that the shoe retailer is 
putting his stocks in what might be called a liquid condi- 
tion. Clearance sales are practically universal in Chicago. 
Some were held as early as the 15th of December, most of 
them right after Christmas, with additional ones in early 
January preceding the semi-annual taking of inventory. 


Boston 


MANUFACTURERS, particularly those making medium 
and low-grade women’s shoes, report that careful analysis 
of orders currently being received indicate to them that 
while there may be over-inventories of the higher-priced 
lines in retail stores throughout the country, merchants have 
not yet decided to replace them, in large volume, with shoes 
which can be sold at lower prices. Orders received during 
the last half of December, these manufacturers say, show 
that caution is still the watchword and that buyers willing 
to anticipate their needs for more than a few months are 
few and far between. The flow of orders, however, is satis- 
factory and has resulted in a slight step-up in production in 
this segment of the industry. Labor costs in most of the 
factories north of Boston, furthermore, seem to have been 
stabilized by the recent decision of the United Shoe Workers 
(CIO) not to press for a wage increase at this time. 

Juvenile shoe factories are busy and are expected to con- 
tinue so during the foreseeable future. The demand for 
children’s and infants’ shoes has been steady and apparent- 
ly unaffected by price increases. 

An encouraging note is the revival of interest on the part 
of retail buyers in men’s work shoes. Factories specializing 
in this type of footwear have been quiet for many months 
and while the orders received during December were not 
large, nevertheless several factories have several weeks 
cutting ahead. In men’s dress shoes the demand continues 
to center around shoes which can be retailed at $9 and $10. 

Orders placed in both the shoe and leather industries of 
Massachusetts, as compiled by the Associated Industries of 
Massachusetts, were 15 per cent higher than in October. 
1947; 17 per cent higher than in November, 1946; and well 
above the peak established during June of last year. 
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MIDDY 
BLUE 


For Shoes 
to accessorize the Easter suit . 
to point up the colors of a print dress . . 
to contrast with soft pastel ready-to-wear . . . 
to complete the trim, dark costume for city streets . . 


to wear morning, noon and night when traveling . . . 


Suede Kid #576 


Glazed Kid #76 








STANDARD DIVISION 


ALLIED KID COMPANY 


209 South Street ...... . . Boston, Mass. 
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Shoe Promotion Plans for Spring 


Heywood Resuming 
In-Stock Service 


Matrix dealers will have the benefit 
of the resumption of Heywood Boot & 
Shoe Company’s stock department ser- 
vice which includes not only an ex- 
tensive representation of styl¢s but also 
a large range of sizes and widths. 

In-stock styles will be featured in 
national advertising in men’s fashion 
magazines and in leading metropolitan 
newspapers from coast to coast. Win- 
dow display material and consumer 
folders will be available for Matrix 
dealers as well as a greatly enlarged 
mat service. 

Trade journal advertising will be con- 
tinued, with Boot AND SHOE RECORDER 
taking the lead in this category. 





Holland-Racine 
Plans Based on Tests 


Holland-Racine advertising and pro- 
motion plans are radically different 
from last year and are based on the suc- 
cess of a series of tests in both national 
magazines and newspapers. These were 
made under controlled conditions where 
the sales response at the dealer level 
would indicate the immediate sales 
value of the promotion. 

For 1948 these tests are being trans- 
lated into a nationwide program in a 
series of monthly sales events in which 
material for Holland-Racine dealers is 
completely integrated with the national 
magazine advertising. 

A series of promotions will start in 
February when a half-page in the 
Saturday Evening Post will launch a 
sales drive on Holland-Racine’s Doctor 
brand with special attention to the 
Normalizer-Stabilizer features. This 
will be picked up by a window display, 
point-of-sales, and direct mail material, 
and a letter for retailers to send to local 
doctors inviting their interest in the 
Doctor Shoe. Several mailings to retail- 
ers will completely outline this promo- 
tion. 

The March event will be based on the 
Easter Parade theme, and again the 
dealer will be supplied with tie-in news- 
paper ads, radio scripts, and a window 
theme and similar material, and the 
promotion will be backed by color half- 
pages in Collier’s and Esquire. 

The April event is based on Holland 
Racine’s expanded line of Idlers, and 
again display cards, special newspaper 
mats, and similar material will back up 
a color half-page in Pic magazine to 
reach the young men’s market. 

May brings a peak to the Spring 
activity with the introduction of the 
Sport Shoe Parade in Holland-Racine 
dealer windows supported with a full- 
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color bleed page in Collier’s and two- 
thirds of a page in True. Again there 
will be a thematic Sport Shoe window 
and complete array of other materials 
to permit Holland-Racine dealers com- 
plete merchandising tie-in with the na- 
tional space. 

The June program is based around 
the ever-present fact that Dad would 
like a new pair of shoes on Father’s 
Day, and the Saturday Evening Post 
half-page plus theme windows, special 
ads, display cards, mailing pieces will 
be accompaniments. 

This program is based on a type of 
ad which has proved its selling merit 
by showing a number of shoes and con- 
centrating on the facts about the shoe 
rather than on a lot of extraneous “at- 
tention getters.” The ads are of a type 
which the dealer could run locally to get 
results in his own community. 

The company is also planning an ex- 
panded schedule in BooT AND SHOE RE- 
CORDER with the use of color to help 
achieve these results. 





ling to Run 
Full-Page Ads 


Illing of California advertising plans 
for Spring 1948 provide full-page ads 
in national magazines as follows: 
Seventeen — March; Mademoiselle — 
April; Mademoiselle—May. 





International Shoe Co. 
Conformal Shoe Co. 


Conformal Shoe Company is enlarg- 
ing its advertising plans for the com- 
ing Spring season with additional radio 
programs in several districts not al- 
ready covered by programs. 

Considerably increased space in key 
market newspapers also is scheduled. 

Conformal also is extending its 
efforts on furnishing dealer aids such 
as window display material, newspaper 
ad mats and radio transcription rec- 
ords. 


Friedman-Shelby Division 


With the inauguration of a national 
advertising campaign for Grace Walker 
women’s shoes, Friedman-Shelby divi- 
sion of International Shoe Company 
now has a complete national advertis- 
ing program for their men’s, women’s 
and juvenile lines. 

Grace Walker ads will appear in 
Charm, Ladies’ Home Journal, Me- 
Call’s, Mademoiselle, and Photoplay 
this Spring. The Grace Walker na- 
tional advertising campaign will be 
supported by a comprehensive dealer 
tie-in service. 


The Red Goose national advertising 
campaign will be directed to newspaper 
and magazine readers by the millions 
in every major trading area in the 
United States. In addition to the 
regular campaign in nine outstanding 
magazines, Life, Look, McCall’s, Good 
Housekeeping, Parents, Calling All 
Girls, My Baby, Progressive Farmer 
and Country Gentlemen, Red Goose ads 
will appear in 24 issues of This Week 
and 20 issues of Parade, Sunday news- 
paper supplements, full-color ads in 
the Sunday rotogravure section of 12 
big city newspapers, and regular news- 
paper ads in 17 additional Sunday 
newspapers—a total of 82 magazines 
and newspapers to be used in selling 
Red Goose shoes in 1948. 

Consumers will be sure to see the 
colorful John C. Roberts, ads to ap- 
pear in Esquire, Life, Look, Saturday 
Evening Post, Collier’s and Sport. 

Friedman-Shelby is planning a con- 
centrated campaign to encourage deal- 
ers to tie-in with the national cam- 
paigns through display, newsapaper, 
radio, and direct mail. Tie-in materials 
to be supplied to dealers include blow- 
ups of national ads, reprints, display 
cards, transcribed radio spot announce- 
ments, ready-to-run tie-in newspaper 
ads and direct mail folders and book- 
lets. 

All three lines will be featured in an 
intensive trade paper campaign to run 
in all leading trade magazines and 
papers. Trade paper advertising will 
feature the consumer national advertis- 
ing program and advertising service 
supplied to dealers. 


Peters Shoe Co. 


The Peters Shoe Co. has announced 
that its national Spring advertising 
campaign will be the greatest and the 
most spectacular in the company’s his- 
tory. Peters will introduce three al- 
ready famous trade names this Spring 
to additional thousands of American 
families. They are Weather-Birds for 
children, City Club for men, and Velvet 
Step for women. 

Unusual and parent-appealing four- 
color Weather-Bird ads will appear in 
the Spring issues of Parents and Good 
Housekeeping magazines. During this 
period a full page in four colors will 
appear in Life as well as a four-color 
half-page in Look, and Woman’s Home 
Companion will carry half and full- 
page, four-color bleeds in at least three 
issues. Not overlooking the fact that 
farming families outnumber those in 
the city in raising youngsters, Peters 
will carry their Weather-Bird Weather- 
ized Shoe message to farming families 
in half-page ads in Country Gentleman 
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How 19,000 companies 
up take-home pay 


— “willtoul upping payrolls 


Can you deduct $18.75 from $60.00 and get $66.25? Yes. And the way you can do it is mighty important to 


your company—and to the nation! 


You start with $60, representing someone’s weekly take-home pay. You deduct $18.75 for the purchase of 
a U.S. Savings Bond. That leaves $41.25. But $41.25 isn’t what the worker takes home. He takes home 
$41.25 plus a $25 Savings Bond. Total (assuming he holds the Bond till maturity): $66.25. 


WHAT 19,000 COMPANIES HAVE LEARNED 


In the 19,000 companies that are operating the Payroll 
Savings Plan for the regular purchase of Savings Bonds, 
employees have been more contented in their jobs—ab- 
-enteeism has decreased—even accidents have been fewer! 

Those are the “company” benefits the Plan provides, in 
addition to extra security for individual emplovees. 

But the Plan has other, far-reaching benefits of basic im- 
portance to both your business and the national economy... 


SPREADING THE NATIONAL DEBT 
HELPS SECURE YOUR FUTURE 


‘The future of your business is closely dependent upon the 
future economy of your country. To a major extent, that 
future depends upon management of the public debt. 
Distribution of the debt as widely as possible among the 
people of the nation will result in the greatest good for all. 

How that works is clearly and briefly described in the 
free brochure shown at the right. Request your copy— 
today —from your State Director of the U.S. Treasury 
Department's Savings Bonds Division. 


ACTION BY TOP MANAGEMENT NEEDED 


The benefits of regular Bond-buying are as important today 
as ever—but war-time emotional appeals are gone. Spon- 
sorship of the Payroll Savings Plan by a responsible execu- 
tive in your company is hecessary to keep its benefits 
advertised to your employees. 

Banks don’t sell Savings Bonds on the “installment 
plan” — which is the way most workers pre fer to buy them. 
Such workers want and need the Payroll Savings Plan. 

Those are the reasons why it’s important to make sure 
that the Plan is adequately maintained in your company. 

The State Director will gladly give you any assistance 

D Pa -) d P 


you wish. i 
“The National Debt and You,” ity, 
a l2-page pocket-size hrochure, expresses the f © 





views of W. Randolph Burgess. Vice Chair- 
man of the Board of the National City Bank 
of New York—and of Clarence Francis, 
Chairman of the Board, General Foods 
Corporation Be sure to get your copy 
from the Treasury 4 partment’s State 
Director, Savings Bonds Division. 





The Treasury Department acknowledges with appreciation the publication of this message by 
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This is an official U.S. Treasury advertisement prepared under the auspices of the 
Treasury Department and the Advertising Council 
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Shoe Promotion Plans for Spring 


and Progressive Farmer. In order to 
reach concentrated city population, 
half-page ads in four colors will feature 
Weather-Birds in This Week magazine, 
Parade, plus ads in rotogravue maga- 
gines in the Sunday editions of six 
leading newspapers and, on the same 
Sundays, in cities where neither roto- 
gravue nor magazine sections are avail- 
able, black-and-white ads will appear 
in 26 other newspapers (a total of 72 
different cities). 

The City Club Shoes for Men will 
recive unprecedented Spring promotion 
in national magazine advertising, and 
the copy theme will continue to stress 
costly hand operations, quality and 
comfort to a discriminating clientele of 
men. 


One-half page, two-color ads will ap- 
pear in early Spring issues of Esquire, 
Saturday Evening Post, Life, and 
Collier’s. City Club ads will also make 
a striking showing in two-color half- 
pages in Look and two-third, two-color 
ads in Spring issues of True magazine. 


The Peters “Velvet Step” shoe for 
women will be featured in a new and 
distinctive series of ads which are mak- 
ing their debut this month. This na- 
tional advertising program will also ex- 
ceed all previous Spring advertising 
campaigns promoting the line designed 
to continue throughout the _ entire 
Spring selling period. Major copy theme 
will be that Velvet Steps are for 
“Every girl who strives to make her 
feet and legs look pretty . . . and fem- 
inine to the tips of her toes.” Some of 
the leading women’s magazines in 
which these striking ads will appear 
are Woman’s Home Companion, Charm, 
Redbook and Modern Screen. 


Roberts, Johnson & Rand 


An already large magazine advertis- 
ing program on Poll-Parrot children’s 
shoes has been increased for 1948; a 
total of 21 ads in seven magazines, 
mostly in four-color half-pages and 
pages, with black and white in leading 
farm publications. For extra strong 
impact in important trading centers, 
two Poll-Parrot ads will be run in 79 
Sunday newspapers just before and 
after Easter. Many of these ads will 
run in four-color or monotone roto sec- 
tions, the remainder in black and white. 
Plans for local dealer tie-ins for both 
magazine and newspaper are being 
offered to Poll-Parrot dealers. 

The Rand shoe for men continues in 
six leading publications with high 
readership. True and Newsweek have 
been added. 


Trim Tred shoes for women will use 
full-page, four-color, and black and 
white ads during the Spring with a 
similar program for Fall in Photoplay, 
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Redbook, Charm, and Today’s Woman. 

Roberts, Johnson & Rand will also 
continue with a sizable schedule of ads 
appearing regularly in the leading shoe 
trade publications. 


Sundial Shoe Company 


A greatly expanded list of leading 
newspapers, throughout the Eastern 
sections of the country, will carry the 
Sundial Shoe Company advertising 
schedule during the Spring of 1948, 
and full-color, full-page Sunday news- 
paper supplement ads will continue to 
feature the complete line of “Shoes for 
All the Family” under the one name, 
Sundial. 

The large space newspaper advertise- 
ments appear weekly and will combine 
advertisements on individual types of 
shoes with other insertions, using 
“Family-Type” copy, promoting shoes 
for men, women and children at the 
same time. The merchandising, in the 
same ad, of shoes for men, women and 
children under one brand name was 
originated by Sundial in the Fall of 
1947. This feature will also get addi- 
tional impetus during 1948 with a con- 
tinuation of the color pages in the New 
York Sunday News. 

Also included in Sundial’s mercl.an- 
dising plars are sustained trade paper 
schedules, complete dealer radio and 
mat service for comprehensive, year- 
round retail advertising promotions, di- 
rect mailings, and point-of-sale mate- 
rials, 

Vitality Shoe Co. 

Vitality national advertising con- 
tinues for Spring and Summer, 1948 in 
six leading magazines. Full-color ads, 
illustrated with fashion models and 
fashion art, will appear in these maga- 
zines: Ladies’ Home Journal, Life, 
Good Housekeeping, Cosmopolitan, Sev- 
enteen and Mademoiselle. With this 
choice of magazines, Vitality reaches 
women of all ages and all activities 
from 16 to 60. 

The stores that feature Vitality 
Shoes are planning complete tie-in pro- 
motions, for which Vitality will supply 
newspaper ads, attractive displays, 
radio scripts and direct mail, all keyed 
to the “Twice as Smart” national ad- 
vertising theme. 


Winthrop Shoe Co. 


The Winthrop Shoe Company has an- 
nounced its plans for its second semi- 
annual “Winthrop Week” promotion to 
take place March 10-19, 1948. 

Built around full-page four-color ads 
in Life, Esquire, and Pie and half-page 
two-color ads in Collier’s, Saturday 
Evening Post and American Legion, a 
complete and intensive merchandising 
program has been prepared for dealers 


on an even more elaborate scale than 
that inaugurated by the company this 
past Fall. Special consumer mailing 
promotions, newspaper, window tie-in 
and “fitting stool” promotions have 
been developed along lines that will 
make this week a “tee off” for the 
Spring season for Winthrop retailers. 

Planned to give each merchant a 
maximum amount of benefit, Winthrop 
Week is based upon a combination of 
recommedations made by the company’s 
retailers from coast to coast. 





Johansen Program 
Has Broad Objectives 


In Johansen Bros. Shoe Company’s 
advertising plans for Spring and Sum- 
mer the magazines used can be divided 
into three main classifications: 

First: Magazines that develop pres- 
tige and style leadership for Johansen, 
both in the consumer and dealer ficld. 
These are Vogue, Harper’s Bazaar and 
Junior Bazaar. 

Second: Magazines that provide a 
select, concentrated and active market 
of the kind of women who have been 
identified as typical Johansen consum- 
ers. These are Mademoiselle, Charm 
and Glamour. 

Third: Magazines that offer mass 
coverage and provide opportunities for 
mass impression in reaching large 
numbers of women readers of the type 
who might represent potential Johansen 
customers at relatively low cost. Good 
Housekeeping is one of these. 

In the trade journals the company 
will run ads in Boot AND SHOE 
RECORDER, Women’s Wear Daily, and 
Creative Footwear, also Coast Shoe Re- 
porter. 

The general objectives of the adver- 
tising plan do not vary to any sub- 
stantial degree. As seasons come and 
go, certain objectives become more im- 
portant. Objective number three—to 
secure new accounts—was more or less 
theoretical as long as there was no 
pairage available. Now that this condi- 
tion has been somewhat alleviated, at- 
tention is being focused on a strength- 
ened distribution set-up. The objectives 
are: 


1. To maintain Johansen’s position 
among trade-marked shoe lines, both 
with trademark accounts and with con- 
sumers. 


2. To continue the technique which 
has been successful in building up the 
amount of newspaper lines placed by 
Johansen dealers at their own expense. 

3. To broaden the Johansen distrib- 
tional set-up, and, through advertising, 
to expand the list of towns in which the 
line is adequately represented. 
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Shoe Promotion Plans for Spring 


4. To concentrate Johansen’s adver- 
tising on women of the proper age and 
income, so that consumer demand can 
be built up within this group. 

5. To take full advantage of the pro- 
duction and other benefits which accrue 
to the company by virtue of the fact 
that it does use nationai advertising. 


Rhythm Step Plans 
Comprehensive Campaign 


The Rhythm Step Spring 1948 adver- 
tising schedule is a comprehensive one, 
and will again be a program of con- 
tinuity and concentration. National 
magazine ads will appear every month, 
January through June, in Charm, 
Woman's Home Companion and Cosmo- 
politan. Additional ads will also appear 
in Vogue and Harper’s Bazaar. There 
will be a generous use of color and all 
ads will be most fashion wise. Several 
special promotions are also planned. 


Sales Manual Is Feature 
Of J & M Promotion Plan 


Johnston & Murphy, makers of fine 
quality men’s shoes, plan to advertise 
nationally in four media next season 
and will also continue their trade paper 
advertising. Attractive window displays 
are being prepared and will soon be in 
the hands of the dealers. Direct mail 
material is also in process of prepara- 
tion. 

To assist the dealers in promoting 
sales of Johnston & Murphy shoes, the 
firm put together an informative man- 
ual for the salesmen on the floor, Vice- 
President Neill P. Overman announces. 
This manual describes the making of 
high grade shoes, is fully illustrated 
and contains many hints which should 
be helpful to salesmen in selling quality 
merchandise. The booklet will have each 
salesman’s name stamped in gold on the 
cover, thereby personalizing it and mak- 
ing it a desirable possession which every 
salesman will be glad to preserve, read 
and study. Mr. Overman believes the 
retail shoe salesman fills an important 
role in the distribution of footwear and 
that he will be a better salesman if he 
is fully informed about the product he 
is selling. 


Geo. E. Keith Adds 
Display Helps 

In spite of increasing advertising 
costs, George E. Keith Co. expects to 
maintain its program for 1948 and are 
adding to it, making available an attrac- 
tive and distinctive Walk-Over window 
display background in addition to the 
usual advertising helps. 

Walk-Over men’s shoes will again be 
advertised in consistent schedules in 
Life, Collier’s and Esquire and, the 
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women’s shoes will be advertised again 
in the Ladies’ Home Journal, Woman’s 
Home Companion, Vogue and Harper’s 
Bazaar. 

The firm is improving its newspaper 
service and window material and is 
working more closely with dealers on 
their local advertising problems than 
was possible during the war years. 

Trade advertising will be much the 
same, including full-page insertions in 
every issue of BooT AND SHOE RECORDER 
during the year. Walk-Over consumer 
advertising will also appear in the 
Jewish Daily Forward and the Christian 
Science Monitor as it has for many 
years. 


Feature Foot Rest 
In Women's Magazines 


The Krippendorf-Dittman Co. will 
continue to advertise women’s Foot Rest 
shoes in Vogue, Ladies’ Home Journal, 
Good Housekeeping, Woman’s Home 
Companion, Mademoiselle, The Instruc- 
tor, and The Grade Teacher, the last two 
publications going to school teachers. 
The firm will also cooperate with deal- 
ers in newspaper work where they use 
the Foot Rest brand, based on a plan 
worked out for the retail trade. 


Dr. Locke Campaign 
To Stress Comfort 
The theme to be advertised by Dr. 


M. W. Locke Shoes in women’s service 
magazines will stress comfort based on 


the company’s new slogan. “The Na- 
tionally Famous Footwear Featuring 
Comfort.” New point of purchase dis- 
plays, a localized prize contest and an 
expanded newspaper service will be 
offered to Dr. Locke dealers. 

BooT AND SHOE RECORDER and the 
Coast Shoe Reporter will carry a sched- 
ule of Dr. Locke ads designed along 
educational lines. 


Marilyn Extends Schedule 


The Marilyn Shoe Company has in- 
creased its national advertising pro- 
gram for Spring 1948. Their schedule 
now includes the following publica- 
tions: Glamour, Junior Bazaar, Made- 
moiselle, Modern Romances, Modern 
Screen, Photoplay, Screen Romances, 
Seventeen, Today’s Woman. 

The Marilyn Shoe Company feels 
that it does a better job in merchandis- 
ing Kickerinos for their dealers by us- 
ing smaller space in several issues than 
by running larger space in a single is- 
sue of a publication. Publications are 
selected in an attempt to cover every 
class of consumer market where Kick- 
erinos may be sold, such as the high 
school market, the college girl market, 
the young married women field, the 


career girl, the professional girl and 
the big mass market. 

Newspaper ad mats and display cards 
are furnished to the dealers without 
cost, enabling the merchants to tie in 
their own displays and advertising 
with the national promotion. 

The program is also brought to the 
attention of merchants through a con- 
sistent use of the advertising pages in 
the Boot aND SHOE RECORDER. 

Dealers are given advance proofs 
of the ads and know what shoes will 
be featured during the months of Feb- 
ruary, March, April and May. 

Thus a merchant is able to have the 
styles featured in his stock. 


D. Myers Announces 
French Modern Ad Plans 


Elkan R. Ries, sales manager of D. 
Myers & Sons, Inc., has announced com- 
pany plans for the promotion of Tai- 
lored Tred French Moderns during 
1948. 

A consumer campaign, using Vogue, 
Harper’s Bazaar, Glamour and Madam- 
oiselle will carry the story of French 
Moderns to a fashion-conscious market. 
This campaign will in turn be ampli- 
fied by a heavy barrage of direct mail 
to all members of the trade, as well as 
a trade journal campaign, involving full 
pages. 

The first ads in consumer magazines 
will appear starting with March issues. 


Nettleton Plans 
Active Program 


The Spring, 1948, national advertis- 
ing campaign for men’s Nettletons will 
feature color advertisements in Esquire 
and Holiday magazines during April, 
May, and June, according to Russell 
McLean, advertising manager of A. E. 
Nettleton Co. The Lady Nettleton na- 
tional campaign wil break with the 
March issue of Vogue and continue in 
April Vogue, and April and May issues 
of Mademoiselle. An active program 
including newspaper, direct mail, and 
point-of-purchase promotions to mer- 
chandise this advertising is planned. 


To Continue 
Nunn-Bush Schedules 


It is the present plan to continue 
Nunn-Bush advertising schedules in the 
Saturday Evening Post, Life, Collier’s, 
Esquire and Holiday magazines at the 
same pace as in 1947. Trade journal 
advertising will appear in Men’s Wear, 
Boot AND SHOE RECORDER, Coast Shoe 
Reporter and Footwear News. Attrac- 
tive window cards lithographed in seven 
colors will be sent gratis to all repre- 
sentative Nunn-Bush accounts, and the 
framed background panels received by 
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Shoe Promotion Plans for Spring 


the trade during 1947 will be continued 
and constantly improved. 





O'Donnell Enlarging 
Dealer Tie-Iins 


The O’Donnell Shoe Corporation, 
makers of Propr-Bilt children’s shoes, 
have announced that they will enlarge 
their series of dealer tie-in promotions 
with emphasis on new stylings for 
Spring. 

As in the past, Propr-Bilt’s ortho- 
pedic foot health features will be 
stressed along with their trademarked 
feature “Balanced Posture.” National 
consumer magazines, local newspapers, 
medical journals, radio, and direct mail 
will be used. Complete dealer tie-in aids 
will be furnished. 





Oomphies Enlarges 
Consumer Schedule 


Oomphies advertising program for 
1948 provides for an enlarged schedule 
of consumer advertising through maga- 
zines. 

The company has added Brides, The 
New Yorker and Woman’s Home Com- 
panion to the list of fashion magazines, 
bringing the total number of magazines 
on the list to eight, with nineteen inser- 
tions for the Spring period. All adver- 
tisements will be in two or more colors. 
The schedule for dealer advertising in 
four media is continued as previously. | 

A complete dealers’ mat service as 
well as display cards are again avail- 
able to accounts without charge. A new 
plastic sign is now in the process of 
being designed and will be presented to 
customers in the late Spring. 





Plymouth Using Indian Theme 


Indian lore is the Spring and Sum- 
mer advertising theme to exploit Injun 
Moc, the casual created by the Ply- 
mouth Shoe Company. The Injun Moc 
will be featured in color advertisements 
during the Spring in Esquire and 
Collier’s, reaching a total of 23,000,000 
people. 

In addition to consumer advertising, 
Plymouth has created a novel window 
display comprised of an actual Indian 
tom-tom with full leather trappings. 
This display is being offered to Ply- 
mouth dealers at actual cost. 

A complete newspaper mat service 
featuring the Injun Moc, as well as 
many other Plymouth style shoes for 
men, is available to dealers without 
charge. 


Portage to Continue 
National Advertising 
National advertising for the Portage 


Shoe Mfg. Company, a division of the 
Weyenberg Shoe Mfg. Company, will 
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be carried, as before, in Life magazine, 
Esquire, and True. Pic will be added to 
the schedule in March. 

An extensive newspaper mat service 
will be available to Portage dealers, in 
addition to a complete line of window 
materials, direct mail pieces, etc. 

Trade paper advertising for the 
Portage Shoe Mfg. Company will be 
confined to a schedule in Boot AND SHOF 
RECORDER. 


Posner to Observe 60th 
Year With Large Campaign 


Dr. A. Posner Shoes, Inc., will cele- 
brate its 60th anniversary by an exten- 
sive program of national advertising. 
Four-color ads will appear in the March 
issues of Parents’ Magazine and Good 
Housekeeping. There will also be black 
and white ads in other issues of these 
publications. 

Trade paper advertising will include 
one ad each month in Boot AND SHOE 
RECORDER, Coast Shoe Reporter, 
Women’s Wear Daily and Footwear 
News, as well as ads in special issues of 
these and other trade magazines. 

Newspaper campaigns with dealer 
listings will be conducted by the dealers 
in metropolitan areas. 

To tie in local dealer promotions with 
the Dr. Posner national campaign, a 
new set of dealer newspaper mats keyed 
to retail requirements will be available, 
as well as four color display cards and 
units, counter cards, laminated cards 
and “As Seen In” cards of the four- 
color ad, price tickets and imprinted 
folders which will be distributed free 
of charge. 

Register cards, reminder cards, birth- 
day cards, toy sets and balloons with 
dealer’s name will also be available to 
help the dealer promote good will among 
his young customers. 


R. J. Potvin to 
Appeal to Parents 


Buntees, hand lasted baby moccasins, 
manufactured by R. J. Potvin Shoe 
Company, will be nationally advertised 
in Parents’ Magazine. 

Promotion plans include a direct mail 
campaign to retailers, store display 
material and newspaper mats for dealer 
use. Trade publications will be used 
for special announcements. 


Rice-O'Neill Plans 
Packaged Promotion 


Rice-O’Neill Shoe Company promo- 
tional plans for the coming Spring 
season include a series of national ads 
in the fashion magazines, Harper’s, 
Vogue and Mademoiselle. The usual 
dealer tie-ins, service of prepared dealer 
mats will feature various color promo- 
tions during the season, combined with 





the usual mat services which are com- 
monly supplied to 1etailers, a program 
of local cooperatives, newspaper and 
radio advertising, and a sustained pro- 
gram of trad2 paper advertising run- 
ning chiefly in Woman’s Wear, Boot 
AND SHOE RECORDER and Creative Foot- 
wear. 

A particular effort will be made in 
the coming season and in seasons to 
come to work as closely as possible with 
customers in an attempt to help them 
plan their promotions from the view- 
point of timing. The company is at- 
tempting to style its line, sell its shoes, 
plan its advertising and offer to dealers 
tie-ups with its advertising so that the 
whole package can be presented in a 
timely and dramatic manner. 


Comprehensive Program 
For Roth, Rauh & Heckel 


Style Arch shoes will be supported 
for the 1948 Spring season by the most 
comprehensive advertising and mer- 
chandising program in the history of 
Roth, Rauh & Heckel, Inc. National 
magazine advertising will include Life, 
Ladies’ Home Journal, Good Houseleep- 
ing and Vogue—the latter in full-page 
color space. An expanded newspaper 
advertising mat service has been issued. 
Life and Vogue display cards reproduc- 
ing the advertisements in these maga- 
zines will be distributed free to dealers. 

An attractive electric sign will be fur- 
nished at cost. Free radio scripts have 
also been. issued. All consumer adver- 
tising features the Pillo-Tred sole which 
is visualized by a “Springing Girl” illus- 
tration. An in-stock shce catalog has 
been issued to the trade. 


lvder to Use Color Slides 


Lay 

Ryder of California are promoting 
their Spring line by furnishing natural- 
color Kodachrome slides and a three- 
dimensional viewer to selected buyers 
throughout the country. This unique 
method of selling enables the customer 
to obtain a life-like description of the 
line of cork clogs and street shoes with- 
out the necessity for physical examina- 
tion of sample shoes. All the details of 
the embroideries and high colors are 
clearly shown. 





Samuels Plans 
Dealer Coordination 


DeLiso Debs will again continue to 
place the majority of their advertising 
in national fashion magazines. These 
will include Vogue, Harper’s Bazaar, 
Charm, and Mademoiselle. 

In addition, plans are being made foz 
an extensive co-ordination with dealers 
on a Spring promotion—the first of its 

[TURN TO PAGE 138, PLEASE] 
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A FINE NAME 
A FINE LINE 
A FINE PROPCSITION 





Get the habit of a weekly size-up order with 
Adelia, a sound line for basic arch types. 
Adelia patterns move faster and the Adelia 
plan brings new stock into your store promptly. . 





More sales and more satisfied customers to- 
day! Write or wire your requirements. Cata- 
log on request. 









STRONG ALL KID LINE 












LONG RUN OF SIZES AND WIDTHS 








ALL IN-STOCK. 


Black Kid 5 Eyelet Loce 
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MONROE BROTHERS & COMPANY 
$35 WORTH 19TH STREET 
PHILADELPHIA 306, PA. 
ESTABLISHED 1817 









IMMEDIATE 
DELIVERY 


Warehouse facili- 
ties in key cities 
throughout the 
country, insure 


Catalogue and Prices On Request prompt delivery. 


Style 502 
Sizes 2/12 
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Morris Goodman, president of Air Tred Shoe Co., shows 
his line to @ group of buyers attending a recent shoe show. 
Left to right: C. A. Gleeson, Morris Goodman, Fred Schmidt 
and Guy Small, of Air Tred Sales staff. As the result of an 
error the names of these gentlemen appeared under an- 
other photograph in a recent issue of the RECORDER. 





They Sold the Public on Improved 
Shopping Conditions 


THE aim of shoe merchants in every shopping district is 
always to improve the parking facilities, accessibility, and 
ease of shopping for customers. When these aims have been 
accomplished, what’s the best way to tell the customers about 
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it, and sell them on the greater ease of shopping your store? 

“Hold a celebration,” was the answer of shoe dealers 
and department store shoe merchandisers in two shopping 
sections of New Orleans which were simultaneously im- 
proved by street widening and increase of parking facili- 
ties. A double-barrelled celebration, held by merchants of 
the two sections, succeeded in attracting city-wide attention 
to the better shopping facilities offered by stores in the city’s 
Dryades Street and Freret Street business districts. 

The improvements were made possible by the inaugura- 
tion of a new electric trolley bus service. In the course of 
ripping up old street car tracks, the utility company had 
occasion to widen and re-pave both thoroughfares, resulting 
in improved parking and greater accessibility. 

On Dryades Street, officials of Levitan’s and Kaufman's, 
two large department stores, joined with shoe dealers and 
merchants of every description to hold a big Trolley Day, 
which was heralded in large, full-page ads run in every 
newspaper. The papers cooperated by furnishing much 
free publicity, and the result was a selling job on all of 
New Orleans. Twenty-four hours later the story was re- 
peated, with Freret Street shoe merchandisers in the saddle. 

The Dryades St. Improvement Assn., Inc., has wrought 
many improvements, and has an ambitious program for 
future developments, but the association slogan, “For the 
Welfare of Dryades Street,” also embraces the idea of re- 
taining the tried and true. 

Free parking space, and lots of it, goes with the slogan. 
So do the customs of decorating the street annually for the 
Mardi Gras and Christmas seasons, sponsoring baseball 
teams such as the Dryades Merchants, which this year is in 
the Junior League series and which won the city junior 
championship in 1946. 
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Shoe Promotion Plans for Spring 


kind that DeLiso Debs have ever run. 

Supplementing the national advertis- 
ing program will be suggested copy and 
layouts for franchises, and a mat service. 





Sandler to Present 
“Across-the-Board" Effort 


As a specialist in shoes for sports 
wear, Sandler of Boston is going to 
present an “across-the-board” effort for 
Spring. Light-weight welts, handsewn 
moccasins, machine-sewn moccasin 
styles, rope soles, platform (California 
process) types, compo wedge models, and 
Haitian shoes will be actively promoted. 
Many of these constructions also are 
available with fashion interest in chil- 
dren’s and misses’ sizes. 

Such a program will require a plan- 
ned presentation and will result in a 
most diversified advertising program. 

For the consumer market, Sandler 
will concentrate on the fashion maga- 
zines aiming at the child, miss, high 
school girl, college woman, career girl 
and young matron. Four-color bleed- 
pages as well as black and white ads 
will appear. 

For the trade, special messages will 
be presented in the trade papers telling 
of these promotions by duplicating the 
consumer national ads. 

To complete the effort, correlated 
material will be furnished to take care 
of counter display and newspaper mat 
service for local use and on-the-spot 
selling. 


Selby to Use 
Four-Color Ads 


During the Spring and Summer 
months, Selby Shoe Company will be 
running a consistent monthly schedule 
of four-color bleed-page magazine ads 
in such books as Ladies’ Home Journal, 
Woman’s Home Companion, McCall's, 
Good Housekeeping, Vogue, Harper’s 
Bazaar and Mademoiselle. 

In addition, the company will not 
diminish its efforts in Boot aND SHOE 
RECORDER, Women’s Wear, Footwear 
News, Creative Footwear and Coast 
Shee Reporter. 

Each of the various brands has a 
definite local advertising plan consisting 
of newspaper mat service, direct mail, 
posters, window cards, price tickets, dis- 
plays, signs, etc., all of which are nec- 
essary to the successful merchandising 
of their products at the retail level. 

In addition to these basic plans, some 
special plans are in process which will 
be announced at a later date. 

The firm is firmly convinced that in 
the present competitive market, sales 
will go to those dealers who are aggres- 
sive in their thinking and, particularly, 
in their promotion. Consequently, they 
plan to provide the dealer with every 


138 
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possible bit of ammunition that will 
make him stronger than his competition. 





J. P. Smith Plans Larger 


Results from British Walker promo- 
tional activities in 1947, justify a larger 
program for 1948, according to Mar- 
shall B. Cutler of J. P. Smith Shoe Co. 
National advertising will be increased; 
not much, but enough to solidify the 
gains already made and bid strongly for 
further gains. 

The firm will invest considerably more 
in its advertising service to British 
Walker dealers. It will offer an en- 
tirely new and improved setup for local 
newspaper advertising. Dealer direct 
mail service will be stepped-up. Point- 
of-sale display service will be continued. 

The company believes that sustained 
trade advertising is extra important 
now. It will use several trade publica- 
tions steadily. 





Stacy-Adams to Feature 
In-Stock and Promotion Styles 


“Stacy-Adams,” states Arthur Luce, 
treasurer of the company, “will con- 
centrate an enlarged advertising ap- 
propriation on newspaper advertising 
in the nation’s leading newspapers. 
Eighteen in-stock styles, together with 
a line of eight special Stacy-Adams 
promotion styles to retail at $16.50 will 
be the features of the Stacy-Adams 
Spring 1948 advertising program.” 

Coordinated with this nation-wide 
newspaper schedule, is a complete pro- 
gram of store, window, and counter dis- 
plays, and newspaper mat service. 


Stetson to Stress New Look 


The Stetson Shoe Company, creator 
of “randoms by Stetson,” have an- 
nounced their advertising plans for 
Spring and Summer of 1948. Stetson 
will promote the adaptability of their 
latest randoms designs to fashion’s new 
look. Present plans begin with a full- 
page black and white advertisement in 
the March issue of Harper’s Bazaar to 
be followed by full-page, four-color ad- 
vertisements and a series of black and 
white ads in The New Yorker. 

Insertions in Boot AND SHOES RE- 
CORDER, Women’s Wear Daily, Footwear 
News and Creative Footwear will be 
aimed tradewise. Even more dealer 
helps will be available—display cards, 
consumer folders, layout and copy ser- 
vice including mats of complete ads and 
latest “randoms by Stetson” styles. 


Men's Division 


The Stetson Shoe Company’s 1948 ad- 
vertising campaign on their shoes for 
men will use both black and white and 
four-color advertisements in the Satur- 
day Evening Post and Holiday. The 


first in the series of half-page insertions 
will appear in the Post in March, and 
Holiday in April. In connection with 
the color ads, Stetson will offer dealers 
four-color consumer folders, display 
cards and layout and copy service. Still 
other mats of both the latest styles and 
complete ads will be made available as 
promotional helps to dealers. 

The trade will be reached by inser- 
tions placed in Boor AND SHOE Re- 
CORDER throughout the year. 





Stone-Tarlow to Concentrate 
on Elevators 


Supplementing their national maga- 
zine advertising campaign for Spring, 
Stone-Tarlow Co., Inc., announce that 
Elevators Height-Increasing shoes will 
be featured and given as gifts on seven 
network radio shows currently heard on 
the Columbia Broadcasting Corp., Mutu- 
al Broadcasting Corp., and the Ameri- 
can Broadcasting Corp. In addition, 
arrangements have been made to have 
the Elevators written into various 
night-time comedy programs heard 
from coast to coast. 

To tie in with this over-all promotion, 
a comprehensive dealer aid program 
has been prepared, providing stores 
with Elevators envelope enclosures, tag 
booklets, a complete set of newspaper 
ad mats, fluorescent window displays, 
colorful counter displays as well as a 
most unusual traveling window unit. 
All this material is provided at no cost 
to the retailer. 





E. E. Taylor Corp. 
The Taylor-Made Shoe 


Immediate stimulation of sales for 
the retailer will be the primary objec- 
tive of E. E. Taylor advertising this 
Spring. 

Collier’s, Time, Esquire and Holiday 
will continue to set the stage for The 
Taylor-Made institutional theme of 
“from finer leathers.” However, the 
heavy-promotion spotlight will be 
thrown on the color and texture of two 
specific leathers to arouse consumer in- 
terest and provoke consumer demand on 
the national level. 

Retailers will be given promotion 
material to capitalize locally on this 
national interest. Newspaper mats, dis- 
play devices and mailing pieces will tie 
in with each national ad. Introduction, 
to the trade, of promotion styles will 
begin in Boor aND SHOE RECORDER, and 
will be expanded to other trade papers 
and direct-mail. In addition, a catalog. 
illustrating styles in-stock for imme- 
diate delivery, will be available. 


The Taylored Moccasin 


Production of The Taylored Moccasin 
[TURN TO PAGE 147, PLEASE] 
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Shoe Advertising Must 
Be Practical 


[CONTINUED FROM PAGE 67] 


vertising. If this be true, it 1s one good 
point for which we will remember 1947, 
end of which year found shoe stores and 
merchandising departments of every 
shoe factory worried over the continued 
decline of unit sales of shoes. High 
dollar volume figures, which were main- 
tained, somehow had fooled a few of 
them. But the year-end profit state- 
ments showed that shoe retailers and 
manufacturers alike cannot live by dol- 
lar volume alone. 

It is unfortunate that most shve ad- 
vertising appropriations are figured on 
dollar volume of the preceding year. If 
these figures stayed high, it could be 
safely assumed that commitments for 
the year in prospect would hold up. By 
what diverse methods these figures were 
maintained seemed unimportant. On the 
other hand, last year inflation hit the 
advertising business in an equal, or in 


a greater degree, than it hit most manu- | 


facturers and retailers of shoes Thus, 
even though dollar figures in ’48 budgets 


might equal those of the previous year, | 


increased costs actually meant fewer in- 
sertions in ’48, fewer shoe drawings and 
engravings so necessary to attractive 
advertising. In some cases, too, control- 
lers and other budgetary executives, 
anxious to hold price lines in the face 
of other rising and less controllable 
costs, took the easiest way and pared 
the few pennies manufacturers allotted 
to advertising from the cost of late ’47 
and early ’48 cutting. For the most 
part, however, manufacturers have been 
intelligent and realize that as merchan- 
dise becomes more difficult to sell, more 
advertising and promotion must be ex- 
pended to keep it in motion. 

Reduced to simple terms, this situa- 
tion means that an industry-wide ’48 
advertising job must make up for cur- 
tailed budgets in the usefulness and the 


practicability of the job it will do. This 
is not going to be easy, because many 
disturbing new influences have been 


brought to bear on shoe merchandising 
in recent years, particularly during the 
war. 

The war-born shortages of shoes and 
shoe materials made the use of substi- 
tutes necessary, and in some cases popu- 
lar. New types of construction meant 
new types of shoes, which in turn neces- 
sitated new approaches to promotion 
and radically different advertising tech- 
niques. Volume figures, units and dol- 
lars, demonstrate that these new types 
of shoes sold. But, actually, how im- 
portant was the advertising and promo- 
tion effort put behind them in their sell- 
ing? Were these shoes truly “extra 
pair” sales, or was the consumer merely 
filling a gap made by the impossibility 
of getting types that would wear and 
look well after use? Can the adver- 
tising techniques developed to sell this 
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S GERDA Pectects —_ Mark- Up? 
\and MOTHER'S Pocketbook Too! 


Best woy we know to 
keep unit sales and dollar 
volume up is to kee 
— down, and you can't 

a better way to moke 
of mothers too. 
Gerda gives you a helping 
hand with these fine quo! 
ity, healthful, all leather 
sandals. Such good value 
that we put our brand 
nome on every pair. You'll 
i... sell them in volume the 
whole spring and summer 
long 
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fringe type of merchandise carry the 
greatly increased selling burden neces- 
sary to keep retail shoe stocks moving 
now that sufficiencies and, in some cases, 
surpluses of sound shoes have devel- 
oped? We must become more basic, 
putting first things first, and assigning 
to the “extra pair” sale the full, true 
meaning of the word “extra.” 

Here’s a case in point, related to me 
recently by a most successful shoe sales- 
man, of how frothy, frilly promotion 
can ruin, rather than make sales. We 
were discussing costs, declining unit 
sales and ways and means of restoring 
them, when this gentleman let go with 
a blast on contemporary advertising 
methods and advertising people His 
peeve was that practitioners who were 
completely uninformed on the economies 
of shoes and shoe selling should be kept 
somewhere other than in showrooms 
where they could have contact with re- 
tailers. He complained that they were 
a luxury born of the high wartime vol- 
ume and that, by a phenomenon hard 
to understand, they had been able to in- 
fluence manufacturing and selling poli- 
ey in which no advertising person has 
legitimate concern. This fellow is a 
hard-bitten man of the road, who in his 
day has sold more shoes in a season 
than most of our so-called high style 
factories make in several years. 

To the question as to what kind of 


sales he had made at the October show 
in Chicago, this old shoe dog replied, 
“Well, I would have done a whole lot 
better without the help of you .. . ad- 
vertising men and fashion writers.” 

He then described what he swears is 
gospel truth, a situation which took 
place in his showroom in Chicago. “You 
know So and So,” he said, mentioning 
the name of a well known and very 
sound retailer from a medium-sized 
town in Iowa. “You'll agree, he’s a 
good merchant—knows shoes, how and 
when to buy them Well, after a pleas- 
ant lunch, So and So and I were sitting 
in my room and he was writing sizes. 
He had written a nice conservative or- 
der, just the kind he should write at 
that time of year and in the face of 
market conditions, mostly staple shoes, 
bread and butter shoes to him, to me 
and to the hundreds of women in his 
tewn, who will be wearing them come 
next Spring. 

“Well, sir, who should walk in but 
our high-powered advertising agency 
contact man, looking more like one than 
Clark Gable himself . . . and who should 
be with him but one of those ‘new look’ 
disciples, a well meaning little number 
from one of the fashion magazines. 

“Without so much as a howdy-do, she 
starts throwing layouts of our new 
Spring advertising at poor So and So. 

[TURN TO PAGE 161, PLEASE] 
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There's no such thing as perpetual motion, so 
the scientists say. BUT there is such a thing as 
perpetual profits when the customer leaves your 
store with a smile. That's easy to acconiplish if 
you fic her youngster with “Little Judith” Foot 
Forms. She'll trust your professional advice when 
you recommend them because they have passed 
with flying colors the rigid testing of the Con- 
sumer Service Bureau of Parents’ Magazine. 


SEVEN REASONS 
WHY THEY BUY 


1—National advertising read by 
over two million women in 
Parents’ Magazine. 

2—Built according to our own 
exclusive #360 Nature Last. 

3—Over 80 different sizes and 
widths to assure a true Mold- 
ed Fit. 

4—Made exclusively of select 
leathers and choice materials. 

5—Goodyear welts and compo 
construction for free flexibil- 
ity and sturdy wear. 

6—Styled and built for party ap- 
pearance and rugged play. 

7—-Priced for.today’s budget con- 
scious mothers. 






















PARENTS’ 
ter W4iy | 3 


CONSUMER 
SERVICE 
BUREAU 


DROP US A LINE FOR FULL INFOR- 
MATION ON OUR COMPLETE LINE 


ROMENADE SHOE.(ZoRP. 


18 WEST BROADWAY - NEW YORK 13, N.Y. 


Salesmen’s Territories and Dealer Franchises Available. 











Shoes in the News 


VARIETY is the keynote of Spring styles. Opened-up shoes 
are slated to be top sellers, but closed shoes, of which the 
pump is a leader, are expected to take a substantial amount 
of Spring business. 

Multicolor effects in open sandalized patterns, with or 





Left to right: Dressy sandalized pump on medium platform, 

in pastel multicolor kid. White suede and tan calf combine 

to make the spectator adaptable to many costumes. Both from 

Twenty-Ones. Piping on a closed pump with vamp opening 

and interesting bow treatment. Valentines. Al! shoes from 
General Shoe Corp. 


without platforms, are good complements to very feminine 
Spring and Summer clothes. New treatments of spectator 
shoes make them versatile and adaptable to many kinds of 
daytime Summer clothes. It is in these new variations on 
the classic that spectators are expected to sell best. Be- 
cause suede has become a staple, year-round seller, it is 
offered in both open and closed styles. 


+ * * 


Boru the soft look and high colors are important trends 
for Spring which have filtered down from the wemen’s 
dressy lines to those created for the teen-age customer and 


Two patterns in the Cathy 
Originals Spring line of the 
Nevelk Company. Left, a 
closed pump with open 
vamp, baby toe and low 
wedge; right, a sling pump 
with asymmetric ornament. 
Both availab'e in bright elk 
or black suede. 





to shoes for casual wear. Open effects on shoes which are 
really closed, asymmetric ornaments, soft manipulation of 
materials are the methods used to obtain the softly elegant 
look. 


* * * 


Dressy shoes for the young miss are very much a part 
of the Spring 1948 picture. Especially interesting in these 
young lines are adaptations of treatments which are impor- 


Two Spring samples of Play- 
ful Shoes by Weber Shoe 
Company adapt treatments 
used in women’s styles. Left, 
the high look, achieved 
through a contrasting strap. 
Right, the ankle strap for 
the very young customer. 





tant in women’s shoes. Among the most important of these 
treatments are the ankle strap and the high look achieved 
by the ingenious use of straps. 

[TURN TO PAGE 143, PLEASE] 
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Your inventory “picture” at a glance, 
with this handy 
ES 
a STOCK RECORD BOOK 
m 
—and forms — 
or Shows each size aud width of each style or stock 
number. 
Helps you avoid freezing capital in hazard sizes and 
to keep an accurate tab on your best selling selections. 
Black Cloth binder—11%” x 1354” $2.50 
100 Daily Sales and Stock Sheets, (Form eteend 
and 1 Comparison Form #105 .. 8.00 
1 Inventory Pad (100) sheets #106 ...... 0.50 
(5 pads $2.00) (10 pads $3.50) 
1 Buying Order Pad (100 sheets—50 orig. 50 
dup) #107 (5 pads $2.00; 10 pads $3.50) 0.50 
Master Stock Sheets—Form #103. Fits Binder 
Adaptable for Comparison records, 4c each 
(10%”" x 13%”) 100 for 3.50 
7m, (Sample sheets with guide for use sent on request) 
ne -e 
— Sales Record Slips: Form D per pad (100 slips) 0.25 
o~ (100 pads $20.00) 
Refund Record Slips: 
Form E per pad (85 slips) .. 0325 
(10 pads $2.10) 
ne Customer Record Cards: Form F, 100 . 100 
tor (Size 5” x 3”) (500-$4.50) 
of e 
on Shoe Carton Tickets — Form H— 1%” x 3%” 
; 1000 2.25 
> 5000 . 10.00 
a Form H with Simplex Clips 1000 2.50 
5000 11.25 
PROFIT CHARTS — (Celluloid Holder) — 50c. each; an 
accurate method of figuring selling prices. 
ds (59 Charts at $22.50; 100 at #4§0.00) 
n’s (Prices listed are F.O.B. Chicago) 
nd Check with order, please, unless C.O.D. Shipment is 
preferred. Add 10% of value to cover shipment if check 
by accompanies order. 
a Orders filled for any forms preferred. 
i x*** 
mP MERCHANTS SERVICE DEPT. 
Hk 209 S. State Street, Chicago, Ill. 
re 
of = .5 7 9 
= Cowboy Style Gets fully too, in these patterns from For- high school kids who give their foot- 
alibi: ba tune and Jarman, illustrated in the wear lots of action. And, what’s more, 
Off Its High Horse usual order. More adaptable to volume they can be sold at prices that won’t 
eee E - manufacture; and to selling in sizes and wreck the family budget. For the more 
rt [CONTINUED PROM PAGE 74] widths than the cowboy boots which ¢onventional male who likes Western 
se the country indicate that nearly every- inspired them, they give a young fellow novelties but doesn’t hanker to be con- 
yr- one, particularly high school kids, man- the pick-up he needs for plaid shirts, sidered a cowboy, they’re ideal. For 
ages somehow or other to dig up the stock man trousers, levis, or for that those ranch-hounds who like a day off 
necessary gold dust for at least one matter, his tweed or flannel slacks. from the usually tight-fitting cowboy 
pair. The jodhpur combines two tones of boots, they have still another kind of 
™ Now the Western effects are showing elk, has bright a ~ appeal. All in all, it looks as though 
up in campus clothes, it is only natural vos “ eo oy ~ e an A es there should be a growing market for 
7 that they should appear in campus natural oak. A slip sole gives It extra weootorn effects in conventional oxfords 
shoes. High school kids like strap punch. The strap oxford is heavily and low-cuts 
moccasins, and they like jodhpurs and decorated with saddle tooling and a git 
chukka boots. What, then, could be large ornamental nickel buckle and 
more logical than the use of highly strap clip. Western enough for any S ° 
ee decorative designs, tooling, stitching kid, they’re very practical, too. Made New Shoe Store in Muskegon 
ed and frogging on these two campus in conventional welt construction over Detroit, MicH.—A new shoe store, 
favorites? General Shoe Corporation lasts which fit normal growing feet, Buel’s, recently opened in Muskegon. 
:] has done just that, and very success- they make ideal knock-about shoes for Mich. 
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CHILD LIFE Orthopedic Features such as 

. *Thoroughly Tested Orthopedic Lasts 
*Orthopedically Designed and Coordinat- 
ed Patterns. “Matched Left and Right Quor- 
ter Patterns. “Solid Leather Long Inside 
Counters. *Left and Right Specially De- 
signed Spring Steel Shanks. *Wedged 
Thomas Heels. *Top Quolity Leathers and 
Materials. “Skilled Craftsmanship . 
make CHILD LIFE SHOES bonafide ortho- 


No. 

Tan and White Ortho- 

pedic Blucher Saddle 
Oxford. 

8'/2 to 12 A,B,C and D 

12!/2 to 3 A,B,C and D 











Scientifically ce- 
signed to correctly 
support the metotor- 
sol heads ond clign 
them for proper foot 
function. 











Plenty of room 
for all five toes 
to function nor- 
mally ond grow 
straight. 
















Wedged Heel ond 
Counter designed 
ond constructed to 
help prevent pro- 
nation or eversion. 


Flat forepart, ex- 
tra width ot the 
boll for eose in 
treading . . . no 
crowding or pinch- 
ing. 






SHOE MANUFACTURING CO. 
MILWAUKEE 10 WISCONSIN 


GOODYEAR WELTS EXCLUSIVELY 





Retail Trade Review 
[CONTINUED FROM PAGE 126] 


window displays, had good sales as 
Christmas gifts. 

High-style merchants are bringing 
to the front play shoes in a large 
variety of styles and colors for Win- 
ter vacationers in warmer climates, to 
be used for Summer wear in this sec- 
tion later. They report excellent con- 
sumer interest. 

Another phase of the shoe business 
which is attracting attention is the in- 
creasing demand for Winter sports 
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footwear. With resorts accenting Win- 
ter sports and city playgrounds with 
the largest recreation programs in 
their history, interest in Winter out- 
door activities is at an all-time high. 
Stores which are going after this busi- 
ness report heavy sale of sturdy foot- 
wear as well as footwear for special- 
ized sports and accessories for wear 
indoors at resorts after a day in the 
open. 

There is interest in gold kid for 
afternoon and evening wear. C. M. 
Stendal showed two-strap anklets and 
sling pumps in this leather. both styles 





with the popular wedge heels. 
Young-Quinlan had a showing of 
opera pumps, complementing the cur- 
rent fashion. They were in black. 
navy, or brown suede, with rounded 
toes. One interesting style favored 
had a low-cut vamp. Packard’s showed 
high-riding vamps for street wear, in 


polished calf, soft suedes and in kid. 
. om . 


St. Paul. 


Hotipay crowds brought good sales 
to shoe stores in this city. The volume 
of sales is up. One store reported it 
had within 8 per cent of unit sales for 
the same season of the previous year. 
Women’s slipper sales for gifts were 
reported down in some stores as com- 
pared with former years, but chil- 
dren’s gift slipper sales were high. 
There was good sale of footwear for 
students returning to school after va- 
cations. Stores report excellent sales 
in party footwear. Field-Schlick fea- 
tured many styles in this type, ranging 
from Grecian sandals in gold or silver 
kid with ankle strap to high-heeled 
bracelet strap satin sandals. A black 
satin open toe and heel pump with 
ankle strap, trimmed with gold braid 
embroidery, was well-liked. 
Husch Bros. featured a street shoe 
[TURN TO PAGE 144, PLEASE] 


PROFIT 


By Helping Insure Customers One 
Of The Things They Want MOST 
To Enjoy When They Buy Shoes— 


HAPPY FEET! 


VERY foot-sensitive customer read- 

ily responds to the power of sug- 
gestion. So, every time you fit shoes, 
suggest Dr. Scholl’s FOOT POWDER. 
This grand relief, sprin- 
kled on the feet and in 
shoes and stockings, 
eases new or tight shoes 
almost like magic—re- 
lieves tender, hot, per- 
spiring and odorous feet 
at once. Order a supply 
now! Retail, 35¢; whole- 
sale, $2.80 dozen. Send 
for our big catalog. It’s 
crammed with ideas on 
how to make Foot Re- 
lief pay big dividends. 











_— 


THE SCHOLL MFG. CO., Inc. 


213 W. Schiller St, Chicage + 62 W. 14th St, New York 
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Shoes in the News 


[CONTINUED FROM PAGE 140] 


STURDY, rugged shoes are always good sellers for campus 
and country wear. Especially liked by college girls for 
hiking over rough terrain. general campus duty and spec- 


~ 


Light and flexible, “Chukka” 
boot with fourteen iron 
heavy duty sole and storm 
welt, extension heel seat and 
contrasting stitching. From 
Julius Grossman. 





tator sportswear, these heavy-appearing shoes protect the 
foot from the elements of nature. The youthful suburban- 
ite is another customer for this type of shoe for wear with 
country tweeds and woolens on a variety of occasions. 


Editorial Outlook 


[CONTINUED FROM PAGE 65] 


the materials or workmanship in a shoe seldom deceive 
anyone for very long. Claims that are exaggerated and 
misleading, even if technically true, are not only unfair 
to competitors but eventually lead to loss of confidence 
on the part of the very customers whom the manufac- 
turer or merchant is trying to sell. 

So let’s make every shoe advertisement that’s printed 
or broadcast in 1948 a true statement of facts and let’s 
at the same time make it so interesting and informative 
that people will be eager to read it and willing to be 
guided by its sound, sincere advice. 

There’s a lot more to advertising than just signing a 
contract for a given area of space and then stringing 
together enough words to fill it. Perfunctory platitudes 
or exaggerated superlatives seldom if ever sell anything. 
There is a story of absorbing interest that remains to be 
told about shoes and the leathers and materials that go 
into them. There is a story about shoe quality and shoe 
service and the vital role that shoes should play in every 
phase of modern life. Let’s try to tell that story in “48 
and put the power of truth to work in convincing a con- 
fused public of the honest values and genuine satisfac- 
tions their shoe dollars can buy. 


Carrying Advertising Into the Home 


WITH recent surveys indicating the ever-increasing pop- 
ularity of branded footwear, point-of-sale advertising- 
advertising which identifies the store with the brand name 
seen in consumer publications—is obviously coming into its 
own as never before. And recognition of this truth is leading 
to a series of minor revolutions. 

In the field of counter and window card display, new 
designs, new materials and new color effects have been seen 
for the first time this Winter and the trend will be even 

[TURN TO PAGE 146, PLEASE] 


January 15, 1948 








WINDOWS THAT SELL SHOES! 


Sparkling-clear, Plexiglas shoe display sets 
produce more sales. 


Set illustrated 25 pieces complete 
Satisfaction Gvoranteed 
Order by number Set K-12 





Write for catalog “MODERN DESIGN ON DISPLAY” 
Representatives in Principal Cities 


ROGER KENT COMPANY... Alestics 


211 N. Seventh st : ouis 1, Mo 











SEND FOR OUR CATALOGUE 


MODERN ORTHOPEDIC 
APPLIANCE CO. 


109 W. 26 Street, New York 1, N.Y 
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FURNITURE 
COMPANY, INC. 


J. G. 


317 EAST 32nd STREET, NEW YORK ~ 








Write for Attractive Folder of Styles 


OFFICE And FACTORY 102 KANE STREET, BROOKLYN 








Here’s What Your Customers 
Need For REAL Relief from 





vou don’t have to be told when cus- 
tomers have bunions or enlarged joints. 
You can see them! That’s your cue to re- 
commend Dr. Scholl’s Bunion Reducer. 
This nationally advertised soft rubber pro- 
tective appliance relieves pain by lifting 
shoe pressure from the sensitive spot. Re- 
tails at 75¢ each. Wholesale $6.00 doz. 
Order a supply today! THE SCHOLL MFG. 
CO., Inc., Chicago 10, Ill., New York 11, N. Y. 


D’ Scholls 


Retail Trade Review 
[CONTINUED FROM PAGE 142] 
with squared toe and roll cuff with a 
medium heel in black or brown calf- 

skin which moved well. 

The Golden Rule featured a group 
of styles made to wear with longer 
skirts. Among these were opera pumps 
to wear with ballerina skirts, done in 
soft black suede or black patent. 
There was a blue calf sling pump 
with Cuban heel and flattering open- 


work design for suit wear. 
* * = 


Philadelphia Customers 
Want Low Heels 


ALTHOUGH the gala season is over 
many stores in Philadelphia still re- 
port calls for evening slippers, and 
as many of these stores are not anx- 
ious to replenish heavily on such 
stock, these customers keep trying 
from store to store. The strident sale 
of dressy black suedes with high heels 
that was so noticeable up to Janu- 
ary 1 has fallen off. Now, the majority 
seems more interested in low heels 
such as flats and wedgies. Black suede 
wedgies seem to be in demand. One 
shoe buyer thought the demand for 
low heels at this time was due to the 
inclement weather and having to wear 





boots and goloshes. Colors are be- 
coming more prominent again, espe- 
cially dark red reptiles which are be- 
ing taken to by the public in low heels 
and wedgies rather than the high heel 
at this time. 

Most of the stores are now occupied 
with closing out their stocks through 
sales to make way for their Spring 
stock. Patent leathers are already 
making headway in window display 
space, but as yet it is only a display 
feature. White shoes for Southern 
wear are prominently displayed in a 
number of shoe stores on Chestnut 
Street. Calls for these are at present 
spotty. 

As one buyer stated, “We don’t 
know what a customer is liable to ask 
for right now. She is liable to ask for 
anything from a shoe to wear now, to 
one to wear in the Spring or to wear 
to Florida. Most of them are in that 
in-between state of mind and haven't 
really decided what purpose they 
want to buy shoes for. They will wan- 
der in, look through our department 
and sometimes can be persuaded to 
try on and buy the first pair of shoes 
they look at, regardless of what kind 
they are. We just have to know that 
we are dealing with the kind of cus- 
tomers who don’t know what they 
want until the Spring buying season 
really sets in.” 
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Here’s our handsome new *Offtimer 
casual shoe for men! We've given it 
everything to make it ideal for beach 
wear, locker room and general loafing 


and lounging. 


Non-slip cross-straps with elasticized 
backs. Rubber soles with the famous 
Style No. 48515. Fast colors: Navy-with- non-skid Kleinert tread. Strong knitted 
white stripes; maroon-and-white; 
brown-and-yellow. Full sizes 6-12, medium 
width only. To sell for about $4.50. 


cotton string—comfortable, long- 
lasting, good-looking. The expert 
workmanship that goes into all our 


shoes. 


Available now for Spring-and- 


Summer Selling—so get your order in 





"i 
4, soon, please! 


‘ 









OFFTIMERS | “It pays to show 


485 FirTH AVENUE, NEw York 17, NEw prk the name they know” 
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FOR JANUARY-FEBRUARY TRIMS 
colorful cards and price tickets 
IN-STOCK NOW — prompt delivery 


WINDOW CARDS 
green-yellow 
design, 

TEXT in black 
as listed. 
Order by number. 
$1 ea. 3 for $2.25 


PRICE TICKETS 
in matching colors 
30¢ doz. $3.00 gross 
102 prices in-stock 


CARD HOLDERS 
Natural wood finish 
$2.10 ea. 


WRITE TODAY 








(1) 
(2) 
(3) 
(4) 


(9) 


PATENT—Right for every 
Season 

SUEDE—Soft as Velvet— 
Black, Brown 

PUMPS—So right wherever 
YOU go 

CLOSED SHOES for the 
New Look — Smart, Com- 
fortable 

The Luxury 
Modest Price 
STORMY WEATHER — 
Keep Warm and Dry 
NEWEST FASHION—The 
Same Flawless Fit 
RUGGED LEATHERS — 
For Rugged Men 

STURDY SHOES — Your 
Child’s Fitting — Very Im- 
portant 


Look at a 





If you want our BI-MONTHLY Cards with Price 


Tickets franchise for your town or 


shopping district. 
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MERCHANT'S SERVICE DEPT. 
209 S. State St. 


Chicago 4, Ill. 








Carrying Advertising into the Home 
[CONTINUED FROM PAGE 143] 
more clearly defined next Spring. Designers, most of them 
at least, are striving for a degree of simplicity which, while 
adequately presenting the trade name or trademark, will 
not detract from the adjoining merchandise. 





=} mA 


Added reminders of brand names and trade-marks go into 
the home when shoes are wrapped in papers similar te 
these of the Whiteford Paper Company of New York. 


In the field of display fixtures, plastics and laminated 
woods are contending for first place, having pulled some- 
what ahead of the more conventional all-wood fixtures 
partly because of their somewhat lower cost and partly be- 
cause the former, at least, can be had in any color and in 
shapes difficult to achieve with wood. 


Carton wraps—the paper covering the shoe carton—from 
time immemorial have carried either the trade name or 
trademark of the nationally known lines and there has been 
no change in this point-of-sale policy. Rather, the trend is 
toward providing more solidly-made cartons with longer 
lives and using carton wraps of more nearly neutral colors 
which may safely be expected to blend well with the wide 
variety of color schemes in the retail stores. 


The newest development is to go one step farther and 
carry point-of-sale advertising material into the home, to 
insure that the customer, as he or she unwraps newly ac- 
quired shoes, will be given one more and very vivid re- 
minder of the trade name or trademark. 


This is in the paper with which the shoes are wrapped— 
a substitute for the plain paper in which shoes have been 
wrapped for as many years as the retail industry is old. 
This paper, now in use in many large stores and bought 
in considerable quantities by advertising-minded manufac- 
turers for use in the cartons in which their shoes are 
shipped, is a good quality tissue which comes in any de- 
sired color and which can be imprinted, in a continuing 
design, with any desired trade name or trademark. 


It is the contention of the manufacturer, born out by the 
experience of merchants who are using it, that the shoe 
package can be made an effective salesman if it is given 
the chance; that the constant appearance of the brand 
name on the wrapping is an additional aid to repeat sales; 
that it stamps its message indelibly on the mind of the pur- 
chaser; and that even in cases in which merchants send 
shoes home in their own cartons, they can make sure by 
the use of this wrapping tissue that the branded merchan- 
dise will be associated with the name of the store for a long 
time to come; and that, with the many uses which women 
have for tissue around their homes, this product will act 
as a constant reminder of a satisfactory purchase. 
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Shoe Promotion Plans 
[CONTINUED FROM PAGE 130] 


has been increased to cope with a 
heavy demand in the field of fine, in- 
formal footwear for men. This hanc- 
fashioned footwear will continue t 
make its colorful appearances in Es- 
quire, Holiday and The New Yorker, 
in addition to newspaper promotion in 
larger metropolitan areas. A complete 
merchandising-aid service of newspaper 
mats, radio, scripts, window cards and 
direct-mail pieces—based on national 
ads—will be available to retailers. 





Town & Country to Feature 
Exclusive Colors 


Town & Country Shoes, Inc., are 
planning an intensive advertising cam- 
paign in national fashion publications 
for the coming season. These ads will 
appear in Mademoiselle, Charm and 
Glamour, and they will emphasize the 
company’s practice of labeling the 
leather in their shoes, featuring during 
the first quarter of 1948 products of 
the Newcastle Division of Allied Kid 
Company. These ads will also feature 
three colors exclusive with Town & 
Country. 

The firm will also provide its dealers 
with a retail advertising service, copy 
and layouts for which have been pre- 
pared by experts in this field. 





Trimfoot to Increase 
Advertising 45 Per Cent 


National advertising of Trimfoot 
Shoes for 1948 will be increased by 45 
per cent. Heavy coverage in magazines 
going to expectant and new mothers 
will be retained to build the large base 
of Trimfoot infants’ shoe business to 
feed customers into shoe stores carrying 
Trimfoot Pre-School and School Shoes. 
In addition, five general and women’s 


magazines will be used to tell the com- | 


plete line story. Insertions are sched- 
uled 12 months out of the year for best 
follow-through and more positive con- 
sumer reaction. 

Trimfoot will continue to use two 
trade journals in the infants’ wear field, 
and three in the shoe field. Display 
material and newspaper mat service are 
available. 





Comprehensive Plan 
For Vogues by Jamesie 


Vogues by Jamesie will use a mini- 
mum of six and a maximum of eight 
full pages of consumer advertising for 
Spring, 1948. Space scheduled so far 
includes February pages in Charm and 
Seventeen; March pages in Seventeen, 
Glamour, Today’s Woman and the New 
Yorker. Two additional pages will be 
scheduled for April if early Spring buy- 
ing warrants the investment, but media 
have not yet been selected. Consumers 
writing to the factory in response to 

[TURN TO PAGE 148, PLEASE] 
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ewv!0 WHITE Typ gyg nods 


Che Soule... 


WOW /N UNLIMITED RUANTIT YL 


Good news for many of our patient friends who have waited 





SHOE BY SANDLER OF BOSTON 


so long for White Ivory Fibre, favorite material for all- 
white heels. We are now in a position to supply the 
maximum demand of White Ivory for your white shoe 
requirements. 
Good news too, for the millions of “Ladies in White”. 
White Ivory Fibre, built-up heels on white shoes is a must 
for them. 
If you want to profit in white shoe appeal, write and let us 


help you through your heel supplier. 


ridgewater 


BEORGE. 0. JENKINS 66 oe 
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John A, Frye Appoints Three 
Additional Salesmen 


MARLBORO, Mass.—The John A. Frye 
Shoe Company, here, has announced the 
opening of a sales office in Dallas, 
Texas, which will be under the direc- 
tion of Ben Berwald who will cover the 
Southwest territory for the firm’s line 
of Western boots. 

Mr. Berwald has traveled the terri- 
tory for the past 15 years for both the 
Acme Boot Mfg. Company and Colt- 
Cromwell. In 1936, at the Texas Cen- 
tennial World’s Fair, Mr. Berwald 
staged the first display of authentic 
cowboy boots in children’s sizes to be 
shown in this country. 

It was announced at the same time 
that Maurice Jones will represent the 
John A. Frye Shoe Company in the Mid- 
West, with headquarters in the Repub- 
lic Building, Chicago, Ill. His lines will 
be Western boots and men’s dress shoes. 

Mr. Jones began his career as assis- 
tant buyer of shoes for the American 
Wholesale Corporation, and was later 
buyer and supervisor of shoes for 
Butler Brothers. Recently he was a 
manufacturer’s representative. 

A third new appointment of the com- 
pany is Walter J. Galvin Company as 
Pacific Coast representative for West- 
ern boots. Walter J. Galvin, who is 
well known to Pacific Coast retailers, 
will handle the new line in conjunction 
with his other established lines. 





New Miami Shoe Store 


MIAMI, FLA.—Ogening its doors re- 
cently at 20 W. Flagler Street, Miami, 
is a new shoe salon featuring a nation- 
ally advertised line of shoes exclusively. 
Adjacent to the new Burdine Building, 
the store is of the very latest modernis- 
tic design, embodying features for 
quick, efficient selling and service. 

Designed by a well-known Miami 
architect, the store has approximately 
15,000 square feet of selling space, with 
a seating capacity of 60. All shoes are 
concealed in the stock room in the rear. 

The front of the store has recessed 
16-foot plate glass windows of the 
showcase type, extending into the store, 
together with terazza flooring. At the 
top and sides terra-cotta mankata stone 
is used and the sign at the top is made 
of 20-inch stainless steel letters with 
the new pink neon tubing. 

While the store features a complete 
line of shoes, it also has an accessory 
department of well-known brands of 
hosiery and handbags. 

The lease covering the premises was 
purchased by Jacobson Bros., who oper- 
ate the store, and extends over a period 
of 11 years. Jacobson Bros. already 
operate three other exclusive shoe 
stores, one at 445 Lincoln Road, Miami 
Beach and two in New York. 
lines of men’s, women’s and children’s 
exhibits. The show was conducted for 
four days, featuring the display of 
some 1300 items. 
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New Salesmen Presented 
To Trimfoot Sales Staff 


FARMINGTON, Mo.—John B. Rein- 
hart, Jr., president of the Trimfoot 
Company, here, presented two new sales 
representatives, Wm. (Bill) A. O’Brien 
and John A. Mirra, at the company’s 
1948 general sales convention held in 
St. Louis in December. 

Wm. O’Brien, who was formerly with 
the Lionel Sales Company and the 
Barry Slipper Company, will cover the 
states of Alabama, Western Tennessee, 
Georgia and Florida. 

John Mirra, who has had five years’ 
retail and buying experience in Upper 
Darby, Pennsylvania, will represent the 
company in Arkansas, Louisiana, East- 
ern Tennessee and Mississippi. 





Made Assistant Sales Manager 


St. Louis, Mo.—Raymond Clinging- 
smith has been appointed assistant 
sales manager of Step Master Shoes, 
Inc., Greenup, Ill. Mr. Clingingsmith 
for the past several years has been 
associated with International Shoe 
Company, both in their sales offices and 
as a representative in Missouri. He 
also has had considerable retail experi- 
ence. 

Together with L. J. Raymond, sales 
manager, Mr. Clingingsmith is working 
on plans for promoting the patented 
features in the Step Master line for 
Spring. 


Shoe Promotion Plans 
[CONTINUED FROM PAGE 147] 


national advertising will receive a leaf- 
let showing all extensively-sold patterns 
in the line, together with a complete list 
of 200-odd retailers, so that they can 
select their own nearest outlet. 

Retailers will be supplied with a com- 
plete service of mats on individual pat- 
terns, plus a comprehensive service of 
complete mat advertisements, ready for 
insertion in local newspapers. Retailers 
also will be supplied with mounted 
copies of each national advertisement 
on standard magazine display cards. 
Trade promotion is confined primarily 
to a continuous flow of direct mail from 
the factory to accounts and prospects, 
reporting on patterns being bought most 
extensively; on outstanding promotion 
successes by leading accounts; offering 
the dealers fashion and promotion 
stimulation; and requesting continuous 
cooperation in the form of local news- 
paper advertising. 





Wall-Streeter to Promote 
Foot Pals 


The Wall-Streeter Shoe Company 
have released their Spring and Summer 
advertising program for their line of 








ve 
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Collier’s magazine 


Foot Pals for men. 
will carry three full-color half-pages in 


March, April and May. Each adver- 
tisement will picture three different 
Foot Pals styles, a total of nine over 
the season, which will be previously an- 
nounced to Foot Pals dealers, giving 
them opportunity to stock the shoes fea- 
tured in each advertisement and thus 
derive full benefit of Wall-Streeter’s ex- 
panded promotion. 

The same formula will be used in 
Esquire which will carry half-pages in 
two colors in the April and May issues. 
Full pages in the February 15th, March 
15th and April 15th issues of Boot & 
SHOE RECORDER will give complete de- 
tails on the shoes to be featured in the 
national advertising, together with the 
story of Wall-Streeter’s in-stock facili- 
ties and service. 


Weyenberg Plans 
Substantial Increase 


The Weyenberg Shoe Mfg. Company 
is planning a substantial increase in its 
national advertising program for the 
first half of 1948. The Saturday Eve- 
ning Post will carry the major share of 
the appropriation with five insertions. 
There will also be three ads in Collier’s 
and three in Holiday. Space in these 
three publications will be devoted ex- 
clusively to the advertising of Massagic 
Air Cushion Shoes. In addition, there 
will be monthly ads in Esquire, Pic, and 
True, these being devoted largely to 
style items in the Sheffield and Aristo- 
crat lines, including staples, casuals, 
and sport shoes. 

A complete dealer newspaper mat 
service will be available, as before, and 
dealers will have available many items 
of window advertising, direct mail ma- 
terials, etc. 

Trade paper advertising will be con- 
fined to a schedule in Boor AND SHOE 
RECORDER. 





“Saturation Advertising” 
For Wohl 

“Saturation Advertising” is a phrase 
that describes Wohl Shoe Company’s 


national advertising on their five major 
brands of shoes, Marquise, Jacqueline, 
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Connie, Natural Poise and Paris Fash- 
ion. 

Again this Spring such women’s 
magazines as Ladies’ Home Journal, 
McCall’s, Good Housekeeping, Woman's 
Home Companion, Vogue, Harper's 
Bazaar, Charm, Glamour, Mademoiselle, 
Junior Bazaar, Seveateen, Movie Show 
and others, will be used for multiple in- 
sertions of thirty-one advertisements 
during the season. These ads are prac- 
tically all fu'l pages and double spreads 
—most of them in color and many in 
four colors. 

Magazine ads will be merchandised to 
dealers with reprints, mounted display 
cards and giant display posters repro- 
duced in full color. Dealers will also 
receive direct mail material at less than 
cost and a full season’s program of 
ready-to-run newspaper ads on all their 
feature styles. 





E. T. Wright to 
Emphasize New Styling 


E. T. Wright & Co., makers of Arch 
Preservers for men, have announced 
that four new numbers will be featured 
for Spring. These are basically classic 
styles but are given the “new look” by 
unusual treatment in last modeling and 
detailing. 

The continuous campaign which the 
company has been running in Time and 
Newsweek will be continued, thus cover- 
ing the large field of business and pro- 
fessional men. 

A double-page color advertisement in 
the April issue of Holiday magazine will 
form the background for a window dis- 
play, newspaper and direct mail cam- 
paign by Wright Arch Preserver deal- 
ers throughout the country. 





Little Yankee Coordinates 
Campaign 

Ready to meet the Spring buying rush, 
Yankee Shoemakers, manufacturers of 
Little Yankee children’s shoes, are open- 
ing their Spring advertising campaign 
with ads appearing in the March issues 
of Good Housekeeping and Parents’ 
Magazine. In addition, a new retail ad- 
vertising service containing 48 complete 
newspaper ads will be made available to 
dealers. Both the national magazine 
and newspaper ads feature the regular 
Little Yankee line plus many new styles. 

Other merchandising aids coordinated 
with the advertising campaign include 
window blow-ups, post cards, Easter 
window cards, balloons, coloring books, 
electric signs, envelope-stuffers and 
price tags. 





Moves to New and 


Modern Store 


CasPER, Wyo.—The Specialty Boot 
Shop has moved from 141 East Second 
Street to a new and more modern store 
at 109 South Center Street. 
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STYLE STAN — Black Kip 
Bal Orford with Steel Arch 
Support, Half Rubber Hee! 
and 9'/)-lron Semi-Fine Out- 


sole. 


Number in Brown. 
Widths 00-0 Sizes 8-12 
0-1 T-12 


ry Widths 0-1 Sizes 7-12 
1-2 4-12 
2-3 6-12 
3-4 
6-7 
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| Wore Selling Stock 
Less Stock Tuvestment 


A more adequate selling stock with less stock invest- 
ment . . . a more convenient and reliable program 
to bring “fill-in shipments more promptly . . . shoe 
values that meet and beat the toughest kind of com- 
petition . . . that's what TRADE BUILDERS now 
deliver to more than 6,000 merchants. Let us, or 
your nearest TRADE BUILDER distributor, tell you 
more about it. 










STYLE GENE — Same 


1-2 6-12 
2-3 

3-4 
45 
6-7 









STYLE MATT — French Toe 
Black Kip Bal Oxford with 
Steel Arch Support, Hal! 
Rubber Hee! and %/,-Irc 
Semi-Fine Outsole. 











19 











What You 
See 














Yes, you and the England-Walton FIBRE-SORTING 
expert are both looking at leather cross-sections. For you, 


England-W. alton 


FIBRE-SORTED 3 
SOLES | 


Cut soles and sole leather 
Pure oak bark tanned 


they’re greatly magnified to show the fibre structure — 
but his trained eye needs no aid. 

In the photomicrographs, note that sections A and B 
are a lot alike in fibre structure, while C is very different. 
The England-Walton craftsman sees this instantly — 


— 


just by looking at the cut edges. So, he pairs A and B and 





finds a matching sole for C. 

That’s how England-Walton soles are FIBRE- 
SORTED — accurately matched for flexibility and 
longer, more even wear. And that’s why, with England- 


England-Walton Division 
72m A. C. LAWRENCE 
4, LEATHER COMPANY 


Walton fine sole leathers, you can line up steady repeat 


business — by providing the extra value that makes a hit 
with today’s bargain-minded shoe-buyers. 
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Shoe News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Sees Few Danger Signals On 48 Horizon 


B. C. Bowen, Recorder Vice-President, Predicts Good Shoe Year If 
National Income Holds Steady — Jack Cooper 
Heads Chicago Club. 


CuiIcaGo—At the annual meeting of 
the Chicago Shoe Club, held December 
30 following a luncheon in the Republic 
Building restaurant, Jack Cooper, one 
of the shoe buyers for Wieboldt’s de- 
partment stores, was elected president 
for the coming year. Ralph Wolpe was 
elected vice-president, Sam Appel secre- 
tary, and Otto Bluhm treasurer. 

New directors in addition to these of- 
ficers, who also serve as members of the 
board, were chosen for 1948 as follows: 
Sam Beeson, Ray McCarthy, Julian 
Chapman, Stanley Hultgren, Sol Bend- 
heim, Ralph Lederer, Gene Bailey and 
Joseph Moore. The club membership 
includes both retailers and shoe travel- 
ers, and the luncheon meeting, which 
was largely attended, proved a most en- 
joyable affair. 

Next to the election of officers, the 
feature of greatest interest on the pro- 
gram was a timely talk by Bernard C. 
Bowen, vice-president and western man- 
ager of Boot AND SHOE RECORDER, on 
the subject “What to Expect in 1948.” 
Out of his background of experience 
and close observation of developments 
affecting the shoe trade, Mr. Bowen 
analyzed the present situation, compar- 
ing it with that which existed in 1920 
following World War I. On the basis 
of his evaluation of current conditions 
he predicted that consumption of foot- 
wear in 1948 should again approximate 
425,000,000 pairs, or about the same as 
1947, assuming that national income re- 
mains steady around $160,000,000,000. 

In arriving at this forecast, which he 
conceded involves the usual amount of 
“iffing” indulged in by most analysts 
of business trends and conditions, Mr. 
Bowen gave due credit to the formula 
evolved by the Tanners Council that the 
dollar volume of shoes has a definite 
relation to national income which has 
remained virtually constant over the 
years. By applying this rule in con- 
nection with average shoe prices it is 
possible to arrive at an approximate es- 
timate of shoe consumption. Mr. Bowen 
referred to the address given by Irving 
R. Glass, executive vice-president of the 
council, at its recent meeting in Chi- 
cago and expressed the opinion that the 
basis of reasoning that the Tanners 
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Council applies to the industry for the 
purpose of arriving at sound conclusions 
is not only one of the safest guides that 
the trade has for assessing facts but 
one that is more and more being ac- 
cepted by shoe manufacturers and re- 
tail merchants as a guide for planning 
and action. 

“The average shoe price at factory 
value at the end of this year is $3.80,” 
said Mr. Bowen. “A year ago, at the 
end of 1946, it was around $3.00 per 
pair. From 1942 to 1945, the Tanners 
Council figures that shoes increased 
only 9¢ per pair. The “up” in average 
price of 80¢ per pair this year follows 
the removal of international hide con- 
trols and rationing. During the war 
the consumer was getting shoes practi- 
cally at prewar prices and the same was 
true for nearly a year after the war 
ended. Thus it is natural that we have 

[TURN TO PAGE 156, PLEASE) 





New President of 
Tanners’ Council 





New York.—Sherwood 8. Gay, presi- 
dent of Bianchard, Bro & Lane, of 
Newark, N. J., was elected president of 
the Tanners’ Council of America, to 
succeed Harold Connett, at the recent 
annual meeting of the organization at 
Chicago {for report on meeting see 
BOOT AND SHGE RECORDER, December 


15, page 74). 


Start Fund Drive for Industry’s 
National Shoe Foundation 


New YorK — The National Shoe 
Foundation For Disabled Feet, Inc., an 
organization formed recently by of- 
ficials of the National Shoe Manufac- 
turers’ Association to develop and make 
special shoes ior non-veteran indi- 
viduals with deformed or disabled feet, 
has officially begun its drive for con- 
tributions. Capital needed by the Na- 
tional Shoe Foundation to begin opera- 
tions has been placed at $250,000. 

A non-profit, charitable organization, 
the National Shoe Foundation will pro- 
vide shoes for indigent individuals and 
those in low-income brackets at prices 
in proportion to their means. The cen- 
tral depot for the production of casts, 
lasts, inner molds, patterns. etc., will 
be the United Shoe Machinery Corpora- 
tion’s Orthopedic Research Laboratory, 
in Boston, which has been donated to 
the National Shoe Foundation. 

Contributions to the National Shoe 
Foundation are deductible for purposes 
of Federal income, estate and gift taxes, 
according to legal counsel of the or- 
ganization, it has been pointed out. 
Contributors will be furnished with a 
plaque indicating that they have con- 
tributed to the Foundation. Checks 
should be made payable to the National 
Shoe Foundation For Disabled Feet, 
Inc., and addressed to 940 Chrysler 
Building, New York 17, N. Y. 

President of the Foundation is W. W. 
Stephenson; Harold Quimby is secre- 
tary; and Lawrence B. Sheppard, 
treasurer. 





New Member of Women’s 
National Color Committee 


St. Louis, Mo.—Louis Liebson, vice- 
president of Edison Brothers Stores, 
Inc., had been appointed a member of 
the Women’s Nationa! Color Committee. 
This group represents tanners, manu- 
facturers and retailers, and meets twice 
a year to establish, six months in ad- 
vance of a season, the colors for wo- 
men’s footwear. 

Mr. Liebson has also been for severa! 
years a member of the National Wo- 
men’s Shoe Style Committee. 

Mr. Liebson has been associated for 
twenty years with Edison Brothers, 
and was appointed vice-president in 
1943. He is now merchandise director 
and stylist for the thirty-eight Chand- 
ler Shoe Stores division of Edison 
Brothers Stores, Inc. 








Year End Brings Sharp Break in Hides 


Seasonal Lull Held Partly Responsible, But Substantial Declines in 
Some Classifications Are Considered Significant. 


CHICAGO—Everyone in the industry, 
except the packer, is happy about the 
lower cost of hides. It’s the talk of the 
trade all the way from the tanner to the 
consumer, who in the long run hopes to 
benefit by paying less for shoes. In some 
instances the drop in hide prices was 
sharp enough to be breath-taking. 

While hide prices gradually backed 
up for several weeks, the real break in 
the market didn’t occur until December 
30, when the seasonal lull hit the indus- 
try. That is the period when things 
slow up in the shoe trade. On that day 
the price on branded steers fell off 
5c., with butt branded steers selling for 
29c. and Colorado steers for 28'«c. 
Three large packers participated in the 
selling, and 36,500 branded steers were 
sold on that day alone. The price on 
branded cow hides was cut 1c. and 
that on light native cow hides from 1 
to 14c. Prices on some other selections 
were also reduced. One thing is sure, 
hide prices are lower. Kip prices were 
revised downward 15c. or more—all of 
which is bound to have a favorable re- 
action on the whole price structure of 
leather and footwear. 

Although it may take some time for 
the lower hide prices to be reflected on 
the leather market, and likewise for 
reductions in leather costs to show up 
on the price tags for shoes at both man- 
ufacturing and retail levels, neverthe- 
less it is regarded here as a logical con- 
clusion that some prices may be lower, 
if not for madam’s Easter shoes, cer- 
tainly by Summer when she takes to the 
beach and the boardwalk. 

The cost of corrected side leather ex- 
tremes is already 2c. less per foot than 
it was last month, and corrected kip 
sides are from 2 to 4c. lower. The prices 
on calf suede, while still comparatively 
high when compared with those of other 
years, took a tumble. Some selections 
are selling from 10 to 14c. less per foot. 
Corrected kip sells from 74 to 82c., and 
some observers in the market predict 
that kip leather will undergo moderate 
reductions across the board. Sole leather 
prices remain firm at present, but there 
are those who feel that this side of the 
market is also due for a price paring. 

Light bends still bring up to 96c., 
medium bends as much as 90c., and 
heavy bends sell as high as 85c. Sole 
leather offal (steer and cow) is going 
into certain types of footwear and the 
price on these holds steady at 46c. to 
47c. for the top grades of steer bellies 
and 43c. and 45c. on the best selections 
of cow bellies. The prices on cut soles, 
both men’s and women’s, remain strong, 
men’s cut sole prices ranging from 77c. 
for a No. 8 iron, No. 1 scratch sole to 
95c. for a No. 10 iron fine and women’s 
selling from 56c. for a 6 iron No. 1 
scratch to 62c. for an 8 iron fine. These, 
too, may come in for some revision. 
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Dates to Remember 


Monthly Shoe Show, Shoe Travelers As- 
sociation of Chicago, Morrison Hotel, 
Chicago, Ill. January 18, 19, 20, 21, 

Shoe Show, Tri-State Shoe Travelers As- 
sociation, Hotel Statler, Buffalo, N. Y. 

January 25, 26, 

Convention and Shoe Mart, Middle At- 
lantic Shoe Retailers Association, Ben- 
~~: Franklin Hotel, Philadelphia, 

January 25, 26, 27, 

Aled Shoe Products Exhibit for Fall, 

Be!mont-Plaza Hotel, New York City. 
February 29, March |, 2, 3, 

Official Showing of American Leathers 
For Fall, Tanners’ Council of Amer- 
ica, Waldorf-Astoria Hotel, New York 
City. March 2, 3, 

Michigan Monthly Shoe Show, Michigan 
Shoe Travelers Club, Hotel Statler, 
Detroit, Mich. March 7, 8, 9, 

Shoe Manufacturer's Fall Opening, The 
Hotel New Yorker, New York City. 

April 10, 11, 12, 13, 14, 15, 

National Shoe Fair, Morrison and Stev- 
ens Hotels, Chicago, Ill. 

April 26, 27, 28, 29, 

Fall Shoe Show, Central States Shoe 
Travelers, Muehlebach and Phillips 
Hotels, Kansas City, Mo. 

May |, 2, 3, 4, 

Semi-Annual Shoe Show, Northwestern 
National Shoe Travelers Association, 
St. Paul Hotel, St. Paul, Minn. 

May !, 2, 3, 4, 

Fall Shoe Show, Southeastern Shoe Trav- 
elers, Hotel Sheraton, Augusta Ga. 

May 2, 3, 4, 5, 

Fall Shoe Show, Pennsylvania Shoe Trav- 
elers Association, William Penn Hotel, 
Pittsburgh, Pa. May 8, 9, 10, 11, 1948 

Michigan Annual Summer Shoe Fair, 
Michigan Shoe Travelers Club, Hotels 
Pantlind and Morton, Detroit, Mich. 
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May 16, 17, 18, 19, 1948 
Second International Store Moderniza- 
tion Show, Grand Centra! Palace, 
New York City July 6, 7, 8, 9, 10, 1948 





Some Leather Prices Down 


Cuicaco. — Sole leather bends were 
reduced 2¢, and all sole leather offal 1¢ 
since the first of the year, and on Janu- 
ary 5 one of the largest tanners of kip 
sides revised kip side leather prices 
downward from 5¢ to 7¢ per foot. 
Among the other types of leathers 
which came in for a price paring were 
light weight suede splits and the No. 1 
grade of ooze (non-slip) splits 2¢, and 
heavy grain vegetable extremes, used 
extensively in the production of mocca- 
sins, 4¢ per foot. 


NESLA Annual Meeting to 
Be Held January 21 


Boston, Mass.—“‘The New England 
Shoe and Leather Association, the old- 
est trade organization in the shoe and 
leather trades, will hold its seventy- 
ninth annual meeting and anniversary 








banquet on Wednesday evening, Janu- 
ary 21, at the Hotel Statler in Boston,” 
according to Daniel J. Danahy, Asso- 
ciation president. 

The installation of officers and direc- 
tors who will serve during 1948, will 
be a main feature of this meeting. 
Former President Louis H. Salvage, a 
leading manufacturer of women’s high- 
styled shoes with plants in Massachu- 
setts and New Hampshire, will serve 
as chairman of the Nominating Com- 
mittee. Several important speakers 
will address the meeting, including His 
Excellency, Robert F. Bradford, Gov- 
ernor of Massachusetts. Another fea- 
ture speaker will be Julius G. Schnitzer, 
chief of the Textile and Leather Divi- 
sion, Commodities Service, Office of In- 
ternational Trade of the U. S. Depart- 
ment of Commerce. 


Legg Views New Year 
With Optimism 

St. Louis, Mo.—lIn a recent inter- 
view James S. Legg, president of the 
St. Louis Shoe Manufacturers’ Associa- 
tion, told the RECoRDER that members 
of the organization are entering the 
new year—the 136th in which St. Louis 
has manufactured shoes—with a “busi- 
ness as usual” sign on the door. ‘The 
“as usual,” Mr. Legg said, was not a 
reference to the war years period, but 
represented all of the 136 years. 

The stylists of the market had accom- 
plished much during the past year, he 
emphasized, in sounding out the feelings 
of the consumer to obtain a proper in- 
terpretation for the “new look.” With 
a satisfactory consumer acceptance for 
the St. Louis product in 1947, he pointed 
out, there is no reason why the ap- 
proximate figure of 100 million pairs 
produced in 1947 here should not be in- 
creased in 1948. 

“Our manufacturers,” Mr. Legg said, 
“will continue in their efforts to hold 
prices down.” Increased volume as well 
as the maintenance of high volume pro- 
duction during the past year, he said, 
will aid St. Louis manufacturers in 
holding the price level within the na- 
tional average. 

Commenting on style for 1948, Mr. 
Legg said “the tendency during the 
coming year will, we believe, be away 
from the very extreme ‘early feelers’ in 
women’s ‘New Look’ footwear. The 
tried and proven ‘New Look’ types, with 
their graceful, flattering lines, will per- 
vade St. Louis styles and St. Louis de- 
signers will interpret them in the smart, 
subdued manner which we are convinced 
the American woman wants.” 

Though men’s styles will show a 
greater variety than in many years, he 
predicted, due to a growing masculine 
style consciousness, the changes will be 
less notable than in the women’s field. 
Children’s and infants’ lines, he believes, 
will continue to be dominated by staple 
sellers, though even here, he said, 
“style” is influencing their production 
more than ever before. Color will be 
very important. 
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Prices Unchanged On Most Summer Shoes 





Some Members of Guild of Better Shoe Manufacturers, However, 
Announce Slight Advances on New Models at January Opening 
in New York Showrooms 


New YorkK—Prices were maintained 
by most of the member firms of the 
Guild of Better Shoe Manufacturers 
at the Warm Weather Showings which 
opened Jan. 6 in the members’ show- 
rooms in New York where mid-Summer 
shoes were purchased for delivery in 
March and April. A concerted effort 
was exerted by the Shoe Guild firms 
to hold the price line, with each com- 
pany’s price policy dependent upon the 
inventory on hand. While many fac- 
tories retained prices on existing pat- 
terns, some raised prices slightly on 
new models due to increased costs. 
Because of today’s broad transitional 
style picture, many new patterns are 
being put in by most factories and 
the cost of new patterns, intricate in 
Guild grades, is at an all-time high, 
it was pointed out. 4 

“The timing of this Guild opening is 
very opportune. With an early Easter 
this year, on March 28th, the month of 
March is a vitally important month for 
the sale of footwear. This will give 
only about twenty working days for 
pre-Easter delivery as most Guild fac- 
tories are sold up through February,” 
stated Irving E. Grossmann, president 





FORSWEETPROFITS-PUSH | 


Df Scholls © 
“First Aid Arch Cushions” | 


The ideal insole 
for relieving mild 
cases of Meta- 
tarsal Arch weak- 
ness—callouses, 
tenderness, burn- 
ing sensations at 

of the foot. 
Made of fine grain 
leather, gray color, 
with a sponge rub- 
ber cushion to ele- 
vate Metatarsal 
Arch and a pressed 
cork lift for a mild 
Inner Longitudi- 
nal Arch lift. Self- 
adhering, fits in- 
visibly, becomes 
part of shoe. Men’s 
and Women’s 
sizes, wide and 
narrow. Retail, 
$1.00 pair. Whole- 
sale $6.00 dozen. 
Write for catalog today! It is crammed 
with ideas on how to make Foot 
Relief pay you big dividends. 


THE SCHOLL MFG. CO., Inc. 


213 W. Schiller St., Chicage + 62 W. 14 St., New York 
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of the Guild, and executive director of 
I. Miller & Sons, Inc. 

He reported that active December 
business on early Spring Guild-grade 
footwear depleted retail stocks of new 
shoes in many stores throughout the 
country. This early buying indicated 
consumer style preferences which acted 
as guides to orders placed at the Guild 
showings. Since this is a transitional 
period when consumers show selectivity 
for dollars invested, he stressed the fact 
that women want shoes that look well, 
feel well and wear well. 

Mr. Grossmann emphasized the great 
variation that exists today in the sell- 
ing of high-grade footwear. “Concen- 
tration upon balanced lines of shoes has 
never been more important than it is 
today for the retailer,” he said. “A 
balanced line broadens the demand for 
shoes and makes possible the sale of a 
greater variety of shoe types to meet 
today’s varied demands of fashion. 
Women again want shoe wardrobes that 
go with apparel wardrobes. There is a 
double demand for shoes with ‘the new 
look’ as well as for shoe styles that have 
had a recognized acceptance during past 
seasons and are style-right.” 

Two groups of shoes were featured 
by the Guild firms. They are warm 
weather styles for town, afternoon, 
cocktail, dinner and evening wear de- 
signed to go with the new in apparel 


and re-orders of early Spring purchas- 
ing. “Size-ups of early Spring shoes 
will account for a big percentage of 
the business to be placed this week in 
addition to the new mid-Summer shoes,” 
said A. H. Bogutz of the Newton Elkin 
Shoe Co. 

Color was stressed in all lines, the 
widest range in many years. Bright 
colors and pastels are in strong favor. 
Two or three colors are often combined 
in a striking manner. The white shoe 
with dark or bright trim and the all- 
white shoe are growing in buyer in- 
terest, it was reported. With simplicity 
the keynote, shoes have costly crafts- 
men detailing such as strappings, pip- 
ing, intricate cutwork, underlays and 
insets. Dressy in mood and often san- 
dalized in some area, openings are given 
new emphasis. 

Pumps and ankle straps vie for first 
place, while the strap family is an im- 
portant newcomer, interpreted in single, 
double or multiple versions. Low-cut 
vamp lines are highlighted and many 
new toplines are in evidence. Back 
attention is featured with higher back- 
lines, skeleton quarters or unusual 
treatments at the back of the shoe. 


The open toe is in strong favor al- 
though the closed toe is growing in 
importance. With major emphasis upon 
high heels, there is limited high-fashion 
interest in a Louis-type heel. Flats are 
receiving buyer attention, as are 
wedges. Platforms remain extremely 
important, and it is noted that more 
single sole shoes are selling. The leath- 
ers shown are suede, calfskin, patent, 
reptile and kidskin. Mesh in combina- 
tions and linens are widely accepted. 





A Shoe Store Modernizes in the Antipodes 





On the other side of the world, in Sydney, Australia, McNaught’s, an old and 
established shoe store in the central metropolitan district, has taken a leaf from 
ea American post-war notebook and undergone a thorough renovation program. 

Although many features of the modernized shoe store in the United States can 


be recognized in the interior of McNaught's shown in the 


raph, the seating 


photog 
plan and strecture is notably less flexible. Natural wood finish is used widely 


throughout the interior: in the desk, display 


cases and chairs. All of the lighting 


emenates from “warm™ and “cold” fluorescent tubes, which are set behind trans- 
lecest gicss to distribute the light evenly and prevent glare. Walls are of « 
sestral bive-gray and the ceiling a dusty pink. 
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FEATURE — THE BIGGEST LITTLE SHOES 


Get your share of the profits that follow the pa- 
rade of little feet in “Twinkle Toes”! Feature the 
shoes that are Commended by Parents Magazine. 


Twinkle Toes in many different ana popular styles 
for boys and girls—made of the finest leathers. 


<> a 
POWELL & CAMPBELL Inc. 


MANUFACTURING WHOLESALERS OF SHOES AND SLIPPERS 


Corner of Church St. « New York + 122-124 Duane St. 
Established 1879 © Phones: WOrth 2-5425-5447 
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Baskin Opens New Two Million 
Dollar Store in Chicago 


Cuicaco—The formal opening of the 
new two million dollar Baskin store here 
was held on December 15. Located at 
State and Adams Streets it is a five- 
story structure of white stone done in 
California type architecture. Severely 
plain outer walls are “broken” on each 
floor by broad windows composed of 
large squares of glass set into metal 
bands forming a cross work of gleam- 
ing satin-polished steel. Each floor has 
window boxes filled with fir trees. In 
the warmer months it is planned to 
have growing flowers planted in them. 

This is the first new business struc- 
ture on “the world’s busiest retail mile” 
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See 
Tingley-Reliance Ad Page 156. 
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(State Street) in more than 20 years. 
Originally only a men’s wear store spe- 
cializing in Hart Shaffner & Marx cloth- 
ing, Baskin now houses two floors of 
women’s outer apparel as well. 

Set toward the back of the floor and 
reached by a straight stairway against 
the north wall is a mezzanine balcony 
where the Florsheim shoe department is 
located. This balesny which extends 
from wail to wall but is oren at the 
front and at the back is something of 
an architectural triumph as it is entire- 
ly without supporting pillars. Mr. J. W. 
Givens, manager, states that this is the 
largest Florsheim shoe department in 
the country. It was announced as such 
in the opening ad when the store was 
opened to the public for the first time. 





Northwestern Travelers 
Elect Officers 


MINNEAPOLIS, MINN.—The annual 
meeting and election of officers of the 
Northwestern National Shoe Travelers’ 
Association was held December 27 in the 
association’s club rooms in the Plymouth 
Building here. 

E. J. Trench was elected president 
for the coming year and J. N. Brisbois, 
vice-president. Others elected to office 
were Henry Thorson, secretary and 
treasurer; and Francis Langer, W. N. 
Comer, Roy Miller, directors. 


First Children’s Shoe Store 
Opened in Des Moines 


Des MoINESs, 1A.—Known as the Go- 
forth Shoe Company, Des Moines, first 
shoe store devoted exclusively to the 
sale of chiidren’s shoes has been opened 
by J. E. Goforth. 

Located diagonally across Locust 
Street from the city’s largest depart- 
ment store, the Goforth store has been 
appointed dealer for a nationally ad- 
vertised brand of shoes. 

The store is owned and operated by 
J. E. Goforth, who for 26 years was 
the owner and manager of the Jewett 
Dress Club, well known Des Moines 
dry cleaning firm. 

Soundproofed and _ air-conditioned, 
the store is tastefully decorated in 
rose, blue, green and tan pastels and 
equipped with large overhead fluores- 
cent lighting fixtures. 


Foot Economics 


KEENE, N. H.—Admission to a recent 
dance at the Keene High School was 
computed by the size of the applicant’s 
feet. Three cents was charged per inch 
of foot, but anybody with a foot longer 
than a foot got in free. Observers noted 
an unusual number of “big guys with 
little gals.” 
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Joins Sales Staff of Recorder 
New England Office 


Boston, Mass.—Gordon Scott, Jr., 
former Army Air Corps captain, has 
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There's a market for LOTUS English footwear 
everywhere. Our files bulge with unsolicited 

4 letters from Dubuque, Texarkana, Santa Bar- ; = 
zB bara, Minneapolis and hundreds of other big 






and little cities . . . from such remote countries 
as Venezuela, China, Algeria and Alaska. All 














GORDON SCOTT, JR. 


joined the sales staff of the New En- 
gland Office of the Boot AND SHOE RE- 
CORDER. He was graduated from Har- 
vard College in the Class of 1944 and 
served over three and one-half years 
in World War II as a pilot instructor. 





Gives License to Manufacture 


Orthopedic Shoe to U. S. 


WASHINGTON—A royalty-free license 
to manufacture and distribute an 
orthopedic shoe for use by the Army, 





NATHAN HACK 


Navy, and Veterans Administration 
has been given the United States Gov- 
ernment by the inventor, Nathan Hack, 
of Detroit, Mich., and Santa Monica, 
Cal., the Department of the Army an- 
nounced. 

During World War II, Mr. Hack, a 
well-known shoe retailer, designer, and 
trade journal editor, cooperated with 
the Quartermaster Corps in its pro- 
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ise the style, comfort and durability of world 
Gece LOTUS shoes .. . 
the nearest LOTUS dealer. 
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gram to design footwear for service 
personnel who had suffered injuries 
and deformities of the feet. The ortho- 
pedic shoe, invented and patented by 
Mr. Hack, consists of a sole, and two 
spaced-apart sides with front and rear 
lacings and front and rear tongues. 

The shoe provides relief for many 
types of injured and post-operative feet 
because of the mechanical arrange- 
ments which permit easy insertion of 
the foot and allows for expansion and 
contraction due to swelling, reduction 
of swelling, and the placing and re- 
moval of bandages. It has the strength, 
flexibility, and appearance of a normal 
shoe. 


The Quartermaster Corps has al- 
ready procured more than 5,000 of these 
shoes for supply to patients in general 
and Veterans Administration hospitals. 
Veterans with deformed feet are fur- 
nished with orthopedic footwear at 
Government expense as long as they 
have need for them. 





J. & J. Slater. Plans New Outlet 


New York—J. & J. Slater, famous 
women’s shoe retail firm, will open a 
new outlet in Garden City, L. I., about 
August Ist, according to an announce- 
ment by L. J. Horan, president. 
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SMUGFIU CLOGS and 


SANDALS forMEN 





DESIGNED TO SELL THE MAN 
WHO “Won't Wear Rubbers” 


© The customer who habitually wears rubbers will buy SNUG-FITS 


on first sight. 


© But you will really appreciate SNUG-FIT clogs and sandals when 
the Sale Is Hard To Make. Let the customer feel their live rubber 
composition, their snug comfortable fit, their weight so light he 
can’t tell they are on his feet. For the final clinches in these days 


of high prices. 


® Tell him how a new method of manufacture enables you to sell 
them at their exceptionally low price. 


® You have made that extra sale that means extra profits and, what’s 
more, you know he will be back for SNUG-FITS again. 

@ Remember you need only stock THREE SIZES to cover the 
popular range of men’s shoes. 

ORDER A STOCK FROM YOUR SNUG-FIT DISTRIBUTOR TODAY. 


TINGLEY-RELIANCE RUBBER CORPORATION 


Established 1896 


MOLDED IN 
ONE PIECE 


CLOGS tan ... $1.75 
black $1.50 per pair 
SANDALS tan..$2.00 
black $1.75 per pair 
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Sees Few Danger Signals 
On *48 Horizon 


[CONTINUED FROM PAGE 151] 


flect inflationary pressures both of 
world demand for hides and leather 
and higher wage scales.” 

Referring to a talk he gave before a 
group of members of the Central Shoe 
Travelers Association in Kansas City in 
May, 1920, in the course of which he 
predicted some of the developments that 
came to pass later in the same year, Mr. 
Bowen said that he does not see any 
such danger signals on the horizon for 


1948 as were visible in that earlier year 
when the industry stood on the brink of 
a period of recession and declining 
prices, 

“There is one stabilizing factor in our 
industry,” said Mr. Bowen, “which has 
evolved from years of trial and error 
and which I feel definitely precludes a 
drastic drop in shoe prices such as the 
industry suffered back in 1920. The tan- 
ners learned a lesson in 1920 when they 
were caught with high priced invento- 
ries and the world supply of hides show- 
ed a quick recovery after World War I. 
As a result of their experience in the 
drastic liquidation that followed, most 
tanners have since operated on a tight- 


er inventory control with replacement 
costing plus merchandising their brands 
and types of leather. 

“To the factors of inventory control 
and replacement costing they have 
added short-term selling. And they 


| Sell to shoe manufacturers on a firm 


basis. Shoe manufacturers, on the other 
hand, take a chance when they sell mer- 
chants on other than an adjustable basis 
as to price. To date there is no like 
practice among shoe manufacturers of 
regulating their production on the rigid 
inventory control that is practiced by 
most tanners. 

“As compared with the five-year pcri- 
od 1936-1941, taken as a prewar base of 
100 per cent, tanners inventory for 1947 
averaged around 62 per cent, said to be 
the lowest in the industry’s history. The 
present acute price situation may be the 
main reason for this careful attitude, 
for tanners undoubtedly anticipate that 
some time another test will come of 
their ability to preserve their capital 
and avoid the serious losses of 1920.” 


Business School Offers ““Shoes 


And Leather Accessories” 


New YorK—‘“Shoes and Leather Ac- 
cessories,” a course designed to meet 
the needs of retail shoe and leather 
goods retailers and their sales people, 
will be offered by the Evening and Ex- 
tension Division, City College School 
of Business, 17 Lexington Avenue, here, 
during the Spring Term starting Feb- 
ruary 16, 1948, Dr. John W. Wingate, 
Supervisor of the Retailing Program 
has announced. 


Seymour Helfant, owner of the Del 
Fant Shoe Shop, is the instructor of 
the course which is given in cooperation 
with the National Shoe Retailers Asso- 
ciation, the National Shoe Manufactur- 
ers Association, The Tanners’ Council 
of America, and The Glove Group. Mr. 
Helfant will be assisted in the course 
by executives from the shoe and leather 
industry. 

The course features a study of the 
structure and care of the feet, stress- 
ing shoe construction, types of and care 
of shoes and the proper methods of 
measuring feet for correct shoe fitting. 
Beginning with the historical back- 
ground of leathers, the course will 
analyze the major leather articles sold 
in retail stores and present the sources 
of raw materials, their preparation, 
and manufacture, government rulings, 
terminology, selling points, and care 
of shoes, gloves, handbags, and hand 
luggage. 

Students may register for the course 
in “Shoes and Leather Accessories” 
(B.A. S-531) in the Auditorium of the 
City College School of Business, on 
February 6, 9, 10, 11 and 13, from 
6:30 to 8:30 P.M. Total fee for the 
course, which meets every Wednesday 
8:45 to 10:25 P.M., is $14.00. 
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Departmentalization of Shoe 
Store Doubles Profit 


Fonp pu Lac, Wis.—Fitzimons and 
Sons shoe store, proudly boasting three 
generations of service “since 1898,” re- 
cently re-opened ultra-modern glass 
doors to Fond du Lac shoppers. With 
complete re-styling in every depart- 
ment, Fitzimons is the town’s most mod- 
ern shoe store. 

This first remodeling since 1910 pre- 
sents eye-catching displays of H. C. 
Moore, St. Louis designer, familiar to 
shoppers in Florida, Texas, and on 5th 
Avenue, New York. Fitzimons is com- 
plete with “hollow fane” lighting, spot- 
lighted interior display, adjustable 
shelving, and a four-department layout 
for shopping speed and ease. 

The four-department system greatly 
facilitates buying, since each depart- 
ment caters to a specific buying group. 
An “up front” or accessory department; 
a women’s department, separated from 
the men’s section by a 3-foot display 
bar, is decorated in pastel shades ap- 
pealing to feminine clientele. This de- 
partment is in three sections: women’s 
corrective and walking shoes, women’s 
high-style and casual shoes, and shoes 
for young ladies. 

A fourth and most unique department 
is the children’s section. 

This entirely different department is 
the outgrowth of a survey on former 
sales which showed a slow turnover of 
children’s shoes. With an eye on the 
survey the designer has produced a de- 
partment of child-like simplicity and 
design. Walls are done in Mother Goose 
motif. Conventional seats are replaced 
with merry-go-round size rocking horses 
for youngsters to play on during fit- 
tings. A saddled toy elephant is used 
to hold interest while children fitting 
specialists work. Animated displays of 
teddy bears and Walt Disney animals 
peek out of alcoves to wink and nod at 
diminutive customers. 

An accessory department completes 
the schematic design of the remodeled 
store. This fourth department displays 
hosiery and handbags while serving as 
a wrapping counter. Formerly, pur- 
chases were carried to a second floor 
wrapping office by means of an electric 
carrying basket. Today, while purchases 
are wrapped, a saleslady suggests shoe- 
matching handbags or new-style hosiery. 
This direct eye appeal is forceful since 
it catches buyers with open purses. 

Remodeling with emphasis on depart- 
mental sales appeal has doubled profit 
intake, according to Maurice Fitzimons, 
Jr., proprietor of the re-designed store. 
Adjustable shelving has outmoded the 
moveable ladder, thus diminishing the 
store-mileage of sales personnel. A 
pneumatic tube, for handling of cash, 
links the “up front” department with 
an auditing department, eliminating 
the carrying-basket arrangement of 
former years. 

Re-styling and ultra-modern design 
are augmented by snappy advertising 
and window display methods. Fitzimons 
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employs radio spot commercials, news- 
paper ads, and timely window displays 
to assist the new interior design in sales 
getting. Adjusted several] times weekly, 
the store windows display up-to-the- 
minute shoe stylings as they appear in 
leading magazines. 

Today, the third generation as rep- 
resented by Maurice Fitzimons, Jr., em- 
ploys all the modern techniques of eye- 
appealing store design and advertising. 
The 1910 remodeling introduced win- 
dow lighting and moveable ladders; the 
1947 re-styling adopted such latest 
trends as fade-proof window floor cov- 


erings of inlaid wood; the pneumatic 
tube; and departmental layouts. And 
three generations of public service 
“since 1898” will continue, for the owner 
recently announced the birth of Maurice 
Fitzimons, ITI. 





Opens in Fort Pierce, Florida 


Fort Pierce, Fua.—Sachs of Holly- 
wood, “The House of Famous Shoes” 
has been opened at 109 South Second 
Street. Only nationally-known brands 
of shoes are carried. Jack Rapaport, 
who saw service in two world wars, is 
manager. 
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Remarkable New “Z-O" Adhesive 
Backing REALLY STICKS! 


PINCH PADS 
Soft felt cushion, 100% wool, for relieving 
pinching vamp and throat. May be cut 
and shaped to relieve pinching in any 
part of shoe. Marvelous new adhesive 
bocking! 
No. 310 $1.45 per Doz. Prs. 
(Also available with Glue Backing) 





WRITE 
for complete 
cetalog 
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2 Scott Leaders 


IMPROVED AGAIN! 





TONGUE PADS 
Soft, white wool felt. Fits on underneath 
side of the tongue, 
fortable cushion between foot and shoe. 
New wonderfully improved adhesive beck- 
ing makes Scott's the outstanding leader! 


No. 309 Ladies’ $1.50 Doz. Prs. 


Men's $1.55 Doz. Prs. 
Ask about No. 308 finest wool felt.) 


SOLD EXCLUSIVELY 
THROUGH SHOE STORES 
SHOE DEPARTMENTS 
AND FOOT SPECIALISTS 






FOOT APPLIANCE 
OMAHAB. NEBRASKA 








OSMIC CHEMICAL COMPANY, BROCKTON, MASS. 


ADDITIONAL PROFITS!! 


Swu-Srma “ods” im leading Journals tor 
Nurses ore directing thousends of Nurses 
to their loca! shoe stores for thew favorite 
white cleaner, Suu-Seme 

Tie im with this built-ep demond «ith 
Order trom 
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the shoe. 





The Rubber ‘'Heel-Guard” That 


STOPS HOSE SPLASHING 


A new fast selling item in 
tremendous demand by 
Slips on quickly 
and easily over the heel of 
Sizes to fit all 
types of heels. Sold under 
a@ money back guarantee to prevent hose splash- 
Non-skid. 
carrying in purse. Designed with eye appeal. 
Retail price 75¢ a pair. Write for 


Black color. 
di ts and samp 





















Waterproof bag included for 
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Distributors wanted in U. S. and Canada 
RAINCHEK MANUFACTURING CO. 


10 N. DELAWARE STREET, INDIANAPOLIS 4, IND. 
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Sees Decline of Shoe Output in 1948 


Maxwell Field, New England Shoe and Leather Association Official, 
Predicts Further Drop in Production; Reviews Developments 
in Industry During 1947. 


Boston, MASS.—An annual review 
and forecast of New England’s shoe 
industry was recently released by Max- 
well Field, executive vice-president of 
the New England Shoe and Leather 
Association. Mr. Field predicted a fur- 
ther decline in production of shoes in 
New England during 1948. 

The text of the statement follows: 


“The outlook for shoe output in New 
England during 1948 is for slightly re- 
duced production from the high levels 
ef 1946 and 1947. Total production of 
145,000,000 pairs, valued at approxi- 
mately $500,000,000 is a conservative 
estimate of probable totals for the com- 
ing year. 

“During the year 1947, New England 
shoe output will total approximately 
155,000,000 millon pairs valued at over 
a half billion dollars. This compares 
with an actual production during 1946 
of 185 million pairs with a wholesale 
value of $548 millions. 

“Total shoe production in the country 
as a whole is estimated at 435 million 
pairs during 1948, as compared with an 
output of 465 millions in 1947, with a 
wholesale factory value totaling $1,725 
millions. 
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Shoe Output for 1947 

“U. S. shoe production totaled 390,- 
312,000 pairs for the first ten-months’ 
period, January-October, the latest 
data available. An additional 75 mil- 
lion pairs were produced during the 
last two months of the year, resulting 
in an estimated total of 465,000,000 
pairs for 1947. This amount represents 
a decline of 12 per cent from the offi- 
ical 1946 figure of 528,963,000 pairs. 
which was an all-time record output 
for this industry. 

“New England’s shoe industry, cen- 
tered in Massachusetts, New Hamp- 
shire and Maine, continued its leader- 
ship by maintaining a production ratio 
equal to one-third of the nation’s out- 
put. 

“Massachusetts in 1947 ranked sec- 
ond to New York in shoe production, 
with a total output of approximately 85 
million pairs. Three-hundred shoe man- 
ufacturers employed 37,000 workers 
this year, whose average weekly wages 
for a 38-hour week last September 
equalled $41.06. 


Reasons for Lower Production 
“The major reasons which account 
for reduced shoe production levels dur- 


ing 1947—and for next year as well— 
are lowered unit sales at retail, and 
completion of inventory replacement at 
retail, wholesale and manufacturing 
levels. 

“The fact that shoe pipe-lines are 
well filled is indicated by the follow- 
ing analysist of current trends cover- 
ing the industry as a whole. Shoe pro- 
duction exceeded an annual rate of 480 
million pairs during the last quarter of 
this year, and the estimated total pro- 
duction figures for the year equal 465 
million pairs. Retail dollar sales are 
estimated at approximately 6 per cent 
above 1946 and pairage sales at least 17 
per cent below 1946. This total would 
be equal to annual sales of 420 million 
pairs and indicates that the industry 
as a whole has increased inventories by 
approximately 40 to 50 million pairs. 

“Shoe prices had been increased at 
wholesale by about 15-20 per cent from 
September, 1946 to September, 1947, 
and even larger increases were report- 
ed at retail. These advances are mod- 
erate when it is realized that hide and 
skin prices advanced 100-300 per cent 
resulting in leather prices more than 
doubling during this period, and labor 
costs also increasing substantially. 

“These shoe price advances directly 
accounted for the substantial reductions 
in output and consumption during the 
current year, and as they continue into 
next year will result in further de- 
clines. This is due to the close relation- 
ship of shoe production and consump- 
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the Old Favorite 


Justin Boots 


Justins give you the important ad- 
vantage of a long-popular name. . . 
a name that means real Western 
styling and honest quality to every 
boot wearer from the ranch hand 
who wants the most for his money 
to the vacationing dude who wants 
the finest boots money can buy. Yes, 
you'll make profits with Justins .. . 
standard of the West since 1879. 

You are cordially invited to write 
for the new 1948 Justin Boot Catalog 
and price list. 








Made with 
all the fine fit 
and fee! of the famous 
Justin Cowboy Boots. 


H. J. JUSTIN & SONS 


‘ 
' 
\ BOX 548, FORT WORTH 1, TEXAS 
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BOOTMAKERS OF THE WEST SINCE 1879 
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tion trends to consumer national income 
totals, with advancing shoe prices di- 
rectly retarding shoe output and sales. 

“Continued consumer resistance to 
higher prices, however, will favor New 
England shoe industry, inasmuch as 
manufacturers in this region produce 
the largest percentage of low to me- 
dium-priced footwear for the volume 
trades—mail order, chain, wholesale 
and large retail companies. With re- 
duced income, consumers naturally will 
concentrate a larger volume of their 
shoe purchases on lower-priced, du- 
rable leather footwear. 


Outlook for Supplies 

“One of the major reasons for high 
hide and leather prices during 1947 was 
the fact that our nation exported cat- 
tle hides and calf skins to Europe and 
Canada, when we normally must im- 
port substantial quantities to meet 
domestic leather requirements. The 
above-average slaughter totals this 
year, estimated at 23,500,000 cattle 
hides and 16,500,000 calf skins, were 
:nadequate, therefore, to meet demands 
of shoe manufacturer and prices 
reached the highest levels since 1919 
as a consequence. 

“The outlook in 1948 is for lowered 
slaughter, averaging 7 per cent, to 20,- 
500,000 hides and 15 million skins. 
However, it is expected that an addi- 
tional million hides, plus another mil- 
lion skins, will be imported from 
abroad to augment our domestic totals 
to levels which should prove more than 
adequate to meet demands of tanners, 
and for leathers by shoe manufac- 
turers. 

“Substantially greater supplies of 
goat and kid skins, which are mostly 
imported from India, China and South 
America, as well as of sheep and lamb 
skins, are expected in 1948 over last 
year. 

Shoe Outlook for °48 

“In addition to the major trade fac- 
tors analyzed above, several other mat- 
ters can also influence shoe produc- 
tion and consumption materially. First, 
is the government’s anti-inflation pro- 
gram. This law, calling for voluntary 
controls, is expected to have little ef- 
fect in the leather and shoe trades. Sec- 
ond, is the Marshall Plan, which will 
undoubtedly continue to exert infla- 
tionary pressures on our economy at 
least during the first half of next year. 

“The positive factors which have 
been cited as indicating reduced shoe 
production for 1948 in both the U. S. 
and New England shoe industries are 
as follows: Higher shoe prices, reflect- 
ing increased leather and labor costs, 
resulted in higher dollar sales but 
lower unit sales at retail in 1947. Shoe 
production continued at a far higher 
level as pipe-lines were restored to 
more normal levels. Hide, skin and 
leather supplies were inadequate te 
meet demands of shoe manufacturers, 
as they expanded their output of all- 
leather footwear of good quality to 

[TURN TO PAGE 170, PLEASE] 
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Here are a few of the “convenience 
features” which make the Simplex 
X-RAY Shoe Fitter a favorite with 
shoe merchants. 

Telescopic Eye Piece —adjust- 
able in height for children and 
adults. 

@ Third Eye Piece—Permits sales 
person, customer and a third 
party (parents in most cases) 
to look at the X-Ray image at 
the same time. 

@ Single Push Button Control] — 
provides high visibility. with 
only one control. in fitting men’s, 
women’s or children's shoes. 

@ Compact Instrument Panel—has 
all controls and adjustments 
conveniently grouped for easy 
operation: speeds up fitting. 


For Your Convenience it's SIMPLEX 
the Original X-RAY Shoe Fitter. 


Write for New Illustrated Folder. 


X-RAY) 


SHOE FITTER Yc. 


3533 NORTH PALMER STREET 











Available in 
CELLULOID, FIBRE and BUCKRAM 


Send PIERCE’S 
on the road as 
lent extra salesmen 


Prompt delivery on all models 


shoe forms 


75 YEARS O 


PIERCE COMPANY 


" IMMEDIATE 
DELIVERY 





Send for 
Catalog 


MASS 





Genuine Patent Leather. 
Available in White Kid. 
No. 5203, 8'/2-12 

M Widths $2.35 
No. 5204, 1|2'/2-3 . 2.50 
Women's sizes 4-9... 2.85 
Taps included with order. 


It’s a dancing age with more youngsters than 
oo calldh ppentathieaskiokae Call 











J. R. Thompson Heads West 
Coast Shoe Travelers 


Los ANGELES, CAL.—J. R. (Jimmie) 
Thompson, representative of the Physi- 
cal Culture Division, Selby Shoe Co., 
was elected president of the West Coast 
Shoe Travelers Associates at its annual 
election. Walter Galvin, who represents 
Allen-Squire Co., M. A. Packard Co., 
and Wm. Brooks Shoe Co., is the new 
Ist vice-president, with Jack May, 
Tweedie Footwear Corp., elected as 2nd 
vice-president. Dave Klinesmith was 
re-elected as the association’s secretary- 
treasurer. 

The following directors were elected: 
Tom F. Malley, Daniel Green Co.; Har- 
ry R. Terhune, Boor ANP SHOE ReE- 
CORDER; Carl Winneguth, Louis H. 
Salvage Shoe Co.; Jimmie Thompson; 
Walter Galvin; Jack Evans, Selby Shoe 
Co.; Emil Goldman, Lester Pincus Shoe 
Corp.; Harvey Conn, Winthrop Shoe 
Co., Branch International Shoe Co.; 
Jack May; Marshall Bee, Selby Shoe 
Co.; R. H. “Bob” Peek, W. L. Douglas 
Shoe Co.; Frank Foster, Capital Shoe 
Co.; Jack Tate, Johnston & Murphy; 
Sid Minster, Bates Shoe Co., Daly Bros. 
Shoe Co., Inc., Marion Shoe Division; 
Jack Newcomb, Oomphies, Inc. 

The treasurers’ report showed the 
corporation to be in an excellent finan- 
cial state, having $12,600 in both the 


Permanent Fund and in current cash. 
The directors authorized the buying of 
a $5,000 U. S. Bond for the Welfare 
Fund, and a thousand dollars was added 
to this Fund. Harvey Conn, Winthrop 





J. R. THOMPSON 


Shoes, told of the many cases the Wel- 
fare Fund has been able to help during 
the past year. 

Plans are being formulated by Presi- 
dent Thompson to add at least a thou- 
sand new associate members among the 
West Coast shoe retailers during 1948. 

Newly elected members brought the 
total membership list up to 562. 


W. T. Kelly Resigns 
From Marshall Field 


Cuicaco, ILt.—Effective January 1 
is the resignation of William T. Kelly 
of Marshall Field & Co., Chicago. Mr. 
Kelly who was, for ten years, buyer of 
the Salon footwear, had been assistant 
since 1945 to W. J. Gibbs, merchandise 
manager of all upstairs women’s shoe 
departments. He came to Chicago orig- 
inally in 1910 from Ligoneer, Indiana. 
Ever since joining Field’s he has been 
associated with the women’s shoe field, 
first as salesman, then as buyer of va- 
rious shoe sections. 

Mr. Kelly makes known that although 
he is retiring from Field’s, he is not 
discontinuing active interest in the 
footwear industry. He leaves soon for 
a vacation on the West Coast and fol- 
lowing this will reveal his future plans. 





Announce Change of Name 


TERRE HAvTE, IND.—Anouncement 
has been made of the change in the 
firm’s name from Rahe O. Hornung to 
Hornung’s, Inc., according to Ray H. 
Hahn, owner and operator. The change 
was effective January 1. 

Hornung’s, located at 28 South Sev- 
enth Street, here, is exclusively a chil- 
dren’s shoe operation, one of the oldest 
(55 years) names in Indiana’s retail 
shoe business. 
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SHANE SHOE CO. 


The “HOT” SHOES of the SEASON! 


IN STOCK FOR IMMEDIATE DELIVERY 


$5.00 Vrroe “"f 


#163 Black Full Grain Calf 21/8 heel 
#563 Brown Full Grain Calf 21/8 heel 
#363 Black Suede 21/8 heel 
#663 Brown Suede 21/8 heel 
#113 Black Full Grain Calf 17/8 heel 
#513 Brown Full Grain Calf 17/8 heel 


#313 Black Suede 17/8 heel 
#613 Brown Suede 17/8 heel 
#362 Black Suede 23/8 heel 
#662 Brown Suede 23/8 hee! 


BROWN'S HAVE GOLD PIPING 
BLACK SUEDE G. M. PIPING 
BLACK CALF PATENT PIPING 


INC. 


























76 Reade Street New York 7, N. Y. 








Shoe Advertising 
Must Be Practical 


[CONTINUED FROM PAGE 139] 


“*Have you seen what we’re featur- 
ing in our next Spring’s advertising?’ 
she gushed. ‘It’s the loveliest new com- 
bination slave sandal and ballet shoe, 
with eighteen straps, and it’s just one 
of twelve brand new styles, confidential- 
ly the factory hastn’t even cut them yet, 
which we’re going to feature in color.’ 

“Well, about this time my old friend 
from Iowa started to fidget and twist. 
By the time our merchandising experts 
had turned their attack on another 
salesman who'd corralled a buyer from 
the hall, he had put down his pencil and 
order pad and looking up said, ‘Per- 
haps we'd better hold everything until 
January. I’m afraid to write these 
styles with all these new things coming 
along. I’m a bit afraid of this Spring 
fashion picture.’ 

“Now, I say there’s a couple of ad- 
vertising people who should be taken 
out and shot. If they can confuse a 
hard-headed merchant like my friend, 
the Iowan, you can imagine what they 
are doing to the hundreds of thousands 
of customers who believe that and the 
other stuff they write.” 

And anyone interested in getting 
more shoes sold right would have to 
agree with him. The true shoe merchant 
can’t exist with one type of trade, nor 
can he live on style alone. 

The older generation of advertising 
men, whatever their faults, were a solid 
lot They used fewer slide rules, sub- 
scribed to fewer fashion services, but 
facing a Spring season, regardless of 
the market, they worried more over the 
fact that a wet, cold Easter might play 
havoc with the one combination Spring 
and white shoe ad their budget pro- 
vided, than they were in trying to trans- 
late every fashion trend and whim into 
the advertising page. 

The slowest beginner who spends a 
week at the fitting stool will tell you 
that the following Qualities sell shoes, 
and very much in this order, too: Com- 
fort or Fit, Value and Style. 


Now, obviously, shoe advertising 
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would be dull stuff indeed if every ad 
extolled these virtues of its line in this 
precise order. But each time a pair af 
shoes is sold and the customer is satis- 
fied with the fit and comfort of his 
shoes, the tremendous investment in re- 
search, orthopedic knowledge, and mod- 
ern last making, which American fac- 
tories have made over a period of years 
is vindicated Value? Often, we've 
heard authorities say, we make shoes 
too well, to last too long. But try and 
name a successful, nationally adver- 
tised brand of footwear that does not 
have the essential quality of wear com- 
mensurate with price. 

Which brings us logically to the last 
quality that sells shoes, Style or Fash- 
ion with which most shoe promotion is 
preoccupied. Fashion is, and must re- 
main, the tool of the intelligent mer- 
chandiser, sharp, facile and always un- 
der complete control. This control is an 
economic necessity, unless fashion is to 
become a Frankenstein which ultimately 
destroys rather than makes sales. But, 
fashion is quite as important to the 
“initial,” or primary sale, as it is to 
the “extra” sale. And, of all the three 
qualities that sell shoes, it is the must 
ephemeral and the one that gets most 
quickly out of hand, and is most difficult 
to put back in its place. Embracing as 
it does a wide variety of functions, styl- 
ing, color coordination and a knowledge 
of the scores of branches and ramifica- 
tion of the apparel field, the opportuni- 
ty for error is enormous. However, 
fashion is a reasonably exact science 
as has been demonstrated by the work 
of a growing army of trained people, 
particularly young women, who practice 
it. Fortunately in the shoe industry 
these women, for the most part, know 
their jobs, creating sensible fashions 
and supplying a vital promotional lift 
to this billion and a half dollar indus- 
try. 

Everyone engaged in shoe advertising 
and promotion should be forced to 
project his thinking to the level of the 
man at the fitting stool and the cus- 
tomer whom he is fitting This year, 
price and quality are too important to 
be subjected to the whims and to be 
confused by the double talk of irrelevant 
and erroneous fashion thinking. Let’s 


make the advertisement a merchant runs, 
and in one way or another pays his fair 
share of the cost, reflect the true picture 
of his stock, not the gingerbread and 
whipped cream inventory. If in se- 
lecting shoes for advertising, the manu- 
facturer were to allot advertising space 
to them in proportion to the dollars 
they in turn produce for his advertis- 
ing budget, we would have shoe adver- 
tising that gives a truer picture of 
what’s “selling this week in shoes.” 
The day is not far distant, and its re- 
turn will be welcomed by real shoe 
merchants, when a store will have to 
sell ALL types of customers in his 
community to stay in business. 


ANOTHER FAST SELLER! 
Df Scholls i 


Amazingly Effective 

Relief For Callouses, 

Pains, Cramps, Ten- 

derness, Burning at 
Bo'l of Foot 


Loop? Over Forepart 
Of The Foot! 


Gives A Feeling Of 
Walking On Air! 


Flesh Color, Washable! 


Weighs But A Fraction 
Of An Ounce! 


Wern invisibly In All 
Styles of Shoes 


Big Valve at $1.00 
A Pair Retail 








7 out of 10 of your customers are vic- 
tims of Metatarsal Arch Weakness that 
Dr. Scholl’s Lu PAD relieves almost 
like magic. Nationally advertised. It’s 
one of the newest, fastest-selling foot 
reliefs on the market today! Order a 
supply at once. Wholesale, $8.00 doz. 
Write for our catalog. It’s crammed 
with ideas on how to make Foot Relief 
pay big dividends! 


THE SCHOLL MFG. CO., Inc. 


213 W. Schiller St., Chicago * 62 W. 14 St., New York 
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YOUR BOOT SALES 
RISE and SHINE 


—a 


Hyer Advertisements in 1948 
Will be Seen 9,110,020 Times. 


Boost your sales to the top with 
bigger profits. ..stock the Hyer 
line, America’s finest quality 
boots since 1875. Our advertise- 





ments tell your customers of 
Hyer craftsmanship...top quality 
leather . .. smartest styling... 
greatest comfort! 






THE CURVEX 


CHROME METAL SHOE GROUP 


A leader in quality, versa- 
tility and price. Twenty-seven pieces in chrome 
metal: (Bases with black bakelite trim) 18 
adjustable shoe stands, 6 heel rests, and 3 
flexible displayer tables with glass tops. 
(Heights variable, 8” or 12”, 15” or 18”.) 
Write for catalog 180 illustrating other metal shoe groups or catalog 
190 for plastic shoe displayers and stands. Your one dependable 
source for everything in display equipment. 


L.A. DARLING co. 





Hyer Boots come from a long 
line of famous boot makers 
(4 generations), Hyer Boots give 
a long life of service! Watch 
your Boot sales go higher with 
the Hyer advertising campaign. 


Write Today For Catalog. 








e+", 


AS ieornnsersst£O 
and SONS 
Makers of Fine Boots Since 1875 
OLATHE, KANSAS 





B NOHAON, Wich 


NEW YORK, 47 W. 34TH; CHICAGO, 222 W. ADAMS; 
LOS ANGELES OFFICE, 3114 W. 75TH. 














New Wage Offer Starts 
Strike At Regal 


WHITMAN, Mass. — Since December 
21, more than 600 employees of the 
Regal Shoe Company here have been on 
strike as the result of decisions by the 
company to 1) operate, pro-tem at least, 
as an open shop, 2) to offer a wage 
scale somewhat lower than that hitherto 
paid, and 3) to offset this reduction in 
base pay by putting into effect a profit- 
sharing plan. Prior to making this an- 
nouncement, the company had resigned 
its membership in the Associated Shoe 
Industries of Southeastern Massachu- 
setts, the manufacturers’ organization 
which has a contract with the Brother- 
hood of Shoe and Allied Craftsmen, an 
independent union covering most of the 
so-called South Shore district of this 
state. This action had the effect of 
abrogating the contract insofar as it 
applied to the Regal Shoe Company. 

In making the announcement which 
precipitated the strike, John J. Daly, 
Regal president, charged that he was 
being forced to pay a wage-scale higher 


the employees were represented by of- Act—provided the union will agree to 


ficers of the union, the latter, according 
to Mr. Daly, recommended that Regal 
prices be raised to permit the payment 
of the existing wage scale. This, Mr. 
Daly argued, would result in a reduc- 
tion in sales and less employment. 
Neither the efforts of the State Board 
of Conciliation and Arbitration nor the 
later offer of Mr. Daly to allow an elec- 
tion under the National Labor Relations 


the reduction in wage scale—had been 
effective, as this issue went to press, in 
ending the stalemate. 

At the time of the strike, Regal Shoe 
Company executives say, the factory 
had been making approximately 4000 
pairs daily. Rumors are that Regal 
shoes are now being made or may be 
made in other plants in other parts of 
the country. 





New Rothschild’s Salon in Kansas City 








<i 
a a ws , 
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than that of other companies in the 
same district making comparable shoes; i 
that the prices of Regal shoes sold in d 
the approximately 70 Regal stores I 
throughout the country have been ad- $ 
pee pete tage Part of the recent {see December 15th issue of BOOT AND SHOE RECORDER, : 
his lab age tage f thi. had be. Peg? 117) $750,000 expansion of Rothschild's, in Kansas City, Mo., the modern 
1s labor Costs, In view Of this, had be- Women's shoe salon is located on a sunken level of the third floor and marks a 
come prohibitive. new phase of shoe merchandising for the store, which discontinued women's shoes 
Early in the negotiations, in which eight months ago. Note unusual wall displays at right. 
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St. Louis Stylists See 
Bright Spring 

St. Lovuts, Mo.—Shoe stylists here 
predict a heavy demand for bright 
colors in Spring shoes, as buyers con- 
tinue to place heavy orders for shoes 
made up in the bright materials. 

Red and green are leading, particu- 
larly in calf, though there is also high 
demand for red suede and considerable 
interest in navy blue. Balenciaga and 
gray are both strong. Black patent 
leather is getting exceptional play, St. 
Louis stylists say, explaining that 
patent harmonizes with the new dressy 
theme expected to dominate Spring 
wardrobes. Gleaming accessories of 
all types—purses, belts, gloves, shoes— 
will all be to the fore, they point out. 

One stylist said pink suede is “walk- 
ing right out of the stores” in Miami. 
Both gold and silver are slated for an- 
other year of prominence, St. Louis 
stylists feel, particularly gold. Demand 
is equally heavy in casual and dressy 
types. Gold and white are also mov- 
ing. 

The conventional spectator has been 
literally “taken over” by the color 
splurge, St. Louis stylists say. White 
shoes with red, green, or blue trim are 
being ordered in heavy quantities. 
Trimming is more dressy than in vears 
past. 


In the men’s field, gray and blue 


70% 


OF YOUR CUSTOMERS HAVE 


ATHLETES FOOT 
es 


—_— 






: 


Take advantage of these golden op- 
portunities for extra profits at th» fit- 
ting stool, by suggesting to every cus- 
tomer afflicted with common and 
dangerous Athlete’s Foot. 





D‘’ Scholls 


SOLVEX 


This wonderfully effective preparation 
relieves intensive itching; kills fungi 
it contacts; helps prevent infection. 
Available in Liquid, Ointment and 
Powder form. Retail, 60¢; wholesale, 
$4.80 dozen. Send for complete catalog. 


THE SCHOLL MFG. CO., Inc. | 
| 
| 


213 West Schiller St., Chicago 10, lil. 
62 West 14th St., New York 11, N.Y. 
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suede are much more than a “fashion- 
able mention,” buyers point out. Ma- 
hogany reds in two-tone combinations 
are expected to be good. 


Holds Sale to Start 1948 
With Sound Operation 


Detroit—Lee Adams Men’s Store in 
Wayne, Mich., started a voluntary close- 
out sale to liquidate half its stock last 
November. . Lee Adams, proprietor, 
said the sale was the first move to gear 
his store’s operations to post-war con- 
ditions. 

“Because of the existing post-war 
high price conditions,” said the store’s 
advertisement in The Wayne Dispatch, 
“we are forced to raise a large amount 
of cash, adjust our inventories and 
bring about a complete reorganization 





that we may continue in business in a 
safe and sensible way in 1948.” 

The Adams’ store carries nationally 
advertised branded shoes. 


Infants’ Shoes Cross Ocean 
In Friendship Gesture 


DANVERS, Mass.—Included among the 
thousands of dollars’ worth of merchan- 
dise and .ood which, on December 29, 
sailed frem Boston to Glasgow, Scot- 
land, in the steamer “Yankee Friend- 
ship,” were 3,687 pairs of infants’ shoes 
donated by Mr. and Mrs. P. S. Me- 
Cutcheon, owners of Mrs. Day’s Ideal 
Baby Shoe Company of this city. Em- 
ployees, also, pooled their cash dona- 
tions with the result that half a ten 
of oatmea) was included in the ship- 
ment 





Bormaster’s, in Kansas, Bright and Modern 





Front view of the Bormaster shoe store exposes most of the interior to the 
bystander’s eye, with the corrugated glass riser separating as a unit the display 


section from the rest of the store. 


PirtsspuRG, KANSAS—“Mr. Bormaster, 
you have the best lighted store in South- 
east Kansas,” stated the Kansas Gas 
and Electric light engineer as he put 
away his light meter. Twenty-eight 
fluorescent 40-watt tubes in units of 
four divide the turquoise painted ceiling 
of the Bormaster shoe and accessories 
shop opened last year. 

From the clear glass display windows 
to the back wall of the salesroom, the 
interior is literally one large show room. 
A foot high corrugated glass riser is 
all that separates the display windows 
from the colorful, eye appealing interior. 

Looking through the front windows, 
the prospective woman customer sees a 
large hasock on legs, centered with sev- 
eral of the latest shoe models which are 
spotted for easy examination. Flanked 
equally distant on each side of the has- 
sock, from front to back, are two glass- 
topped cocktail tables doing their part 
to attract the feminine eye. 

Raising her eyes a little the “cus- 


tomer-to-be” notes a half dozen pairs 
of shoes displayed in a well lighted 
shadow box centered eye high in the 
back wall of the salesroom. She also 
sees thirty comfortable plastic leather 
covered chairs placed carefully but in- 
formally around the room. Pushing 
open the door she glances right toward 
the modernistic counter and _ there 
behind it is another shadow box display- 
ing the latest in milday’s handbags and 
pocketbooks. Glancing left she takes a 
moment to powder her nose while ad- 
miring the beautiful seven by three foot 
wall mirror, furnished to serve better 
the customer in her shopping trials. 

No shoe boxes line the walls—clerks 
disappear through the curtained door 
in the back where are shelves for 5000 
pairs of women’s shoes. 

Mr. Bormaster has been in the shoe 
business in Pittsburgh for twenty-five 
years, and his competitors say to him 
now, “We're afraid we aren’t giving 
you much competition.” 
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MR. SHOE MANUFACTURER and MR. SHOE BUYER 
ANCORBOND BINDING 


for insoles 


is sold exclusively by 


MAYNARD H. MOORE, JR.. Ine. 


STONEHAM 80, MASS. 


An article that infringes our U.S. PATENT 2,154,135, CAN. PATENT 385.554 has bees 
offered by competitors which includes an insole edge binding having a piece of tape attached to the binding. Beware of its use, 
for we intend to prosecute any infringement of our patent. 





Egg Whistle No. 139 


etc., etc. 


cialties, Premiums and Give-Aways. 


In addition to the hundreds of toys and novelties which 
we have available for you all year ‘round, we have 
several special numbers, specifically aimed at your 
Easter trade: Egg Whistle, our famous Dancing Rabbit, 
our Paper Bunnies and Eggs as well as Easter Chicks, 


HEADQUARTERS Since 190! for 
Good-Will Creating Toys, Novel- 
ties, Souvenirs, Birthday Gift Spe- 





Our salesmen are start- 
ing out now to call 





Assorted Pastel Colors 





THE ed erer INDUSTRIES, Inc. line’ but meantime. 
39 West 19th St. N.Y. H1 


send for our new 1948 
catalogue. 














Robert S. Woodward 


CINCINNATI, O. — Robert S. Wood- 
ward, son of A. T. Woodward, secretary- 
treasurer of The United States Shoe 
Corp., here, died of a heart attack early 
Saturday, December 20, 1947, at his 
suburban Cincinnati home, 604 Marietta 
Ave., Terrace Park. 

Mr. Woodward, who was 37 years old, 
was assistant to his father in the shoe 
concern. He also was a Red (Gold) 
Cross Shoe sales representative for the 
state of Illinois, excepting the Chicago 
area. 

In World War II, Mr. Woodward 
served in the Navy three years and was 
Executive Officer of the Officers Amphi- 
bious Training School, Coronado, Calif., 
before he was sent to the Philippines. 
He attended the University of Arizona 
for one year and later was graduated 
from the University of Cincinnati. 

Besides his widow, Mary Louise 
Woodward, and his father, he is sur- 
vived by a daughter, Susan, aged 3, and 
a sister, Mrs. Byron Anderson, all of 
greater Cincinnati. 


C. H. Clauser 


ALLENTOWN, Pa. — C. H. “Charlie” 
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Clauser, 73 years old, passed on De- 
cember 6, 1947, in Sacred Heart Hos- 
pital, Allentown. He was known and 
loved not only by all his fellow workers 





CHARLES CLAUSER 


at the Lehigh Safety Shoe Company, 
but by a host of friends in industry 
throughout the country. 

It was just twenty-five years ago that 
Mr. Clauser took a couple of fiber-box- 
toe brogans under his arm and dropped 


in on industry to talk about the radical 
new idea of foot-protective shoes. His 
interest and creative genius in safety 
shoe construction contributed in no 
small measure to the industry’s growth 
and the fine record of foot safety that 
exists today. He developed the Foreman 
type safety shoe. Today about 80 per 
cent of all safety shoes sold are made 
on his basic design. He was one of the 
first to recognize the need for the steel 
toe box. 


Rubin Ellis 


Detroit, MicH.—Rubin Ellis, former 
shoe retailer at Eveleth, Minn., died in 
Detroit, December 27. He opened a store 
at Eveleth prior to World War I, and 
retired about 1924, moving to Detroit, 
where his youngest son, Meyer Ellis, 
now operates the Meyer Shoe Store. 

He is also survived by his widow and 
five other children. Interment was in 
Machpelah Cemetery. 





William J. H. Dohr 


Cuicaco, ILt.—William J. H. Dohr, 
for over 50 years associated with the 
shoe industry and member of the firm 
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ALL THE KIDS ARE CRAZY ABOUT 


the ROBINHOOD 


IN STOCK 


FOR IMMEDIATE DELIVERY 








8500 
Black Norzon with Red Trim 
8501 
Red Norzon with Black Trim 
8502 
Grey Norzon with Black Trim 
8504 
Green Norzon with Red Trim 
8s05 
Cocoa Norzon with Brown Trim 


Your teenage customers 
want these sensational 
shoes. Place your or- 
der NOW 


SIZES M WIDTH 4 to 9 


PRICE $740 


AMERICAN SHOE COMPANY . 1329 WASHINGTON - ST. LouIs 3, MO. 











rip F 
t. 
2 7 } 
5 r 
a , ep? q 
’ . ad ow 
a : " . 


aviston, ut. HUBER SLIPPER CO. 


From the tops of their soft, plic- 
ble uppers, to the bottom of the 
hard leather soles, Huber Slippers 
are a good investment in lasting 
comfort. All leather and finely 
crafted ... for countless hours of 
deepest relaxation. 





BREESE, ILL. 





of Dohr & Mavor Shoe Pattern Co., 
here, died December 22 from a heart ill- 
ness which had incapacitated him since 
September. 

Among Mr. Dohr’s survivors is his 
nephew, Roy W. Wittekind who will 
continue as an active member of Dohr & 
Mavor. 


Fuller E. Jarbeau 


New York—Fuller E. Jarbeau, 59, 
died suddenly of a shock, November 29, 
at his home in Great Neck, Long Island, 
New York. Mr. Jarbeau had for 16 
years been manager of the New York 
office of A. C. Lawrence Leather Co., 
the position he held at the time of his 
death, and had been associated with 
that company for 41 years. He was a 
well-known figure in the leather trade, 
and his loss will be felt by his many 
friends, 

Surviving Mr. Jarbeau are his widow, 
Marian B., a daughter, Marion E., a 
son, Robert F., and a brother, Harry O. 








Delbert E. Woodward 


ROCHESTER, N. Y.—Delbert E. Wood- 
ward, 54, well-known in the shoe trade 
here, died Dec. 29 in his home in Auburn 
after a two months’ illness. 

Mr. Woodward was associated with 
the United Shoe Machine Company of 
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Rochester from 1917 to 1944, when he 
accepted a position with Marshall, 
Meadows & Stewart Shoe Company, 
Auburn, as quality man. 

-His widow, a son, a daughter and his 
mother survive. 


William S. Green 


WituiaMsport, Pa. — William 5S. 
Green, 55, shoe manufacturer in 
Williamsport for 14 years, died at his 
home, 725 Belmont Avenue, last month. 
Death followed an illness of over a 
year. 

A native of Boston, Mr. Green was 
one of the founders of the Green Shoe 
Manufacturing Company in that city 
27 years ago. He was vice president of 
the shoe firm of Fine and Glass in 
Reading, Pa. 

The W. S. Green Shoe Company be- 
gan operation in Williamsport in 1933. 
In June of this year, the industry 
changed ownership, becoming Stepping 
Stone Shoes, Inc. 

The deceased was a nephew of 
Samuel L. Gompers, one of the or- 
ganizers of the American Federation of 
Labor. 

He leaves a widow, Gertrude Alex- 
ander Green; a daughter, Margot Ann; 
a brother, Philip Green, of Boston; 
and one sister, Mrs. Rae Harrison, of 
Brooklyn. 





Edward H. Massar 


LitTLe Rock, ARK.—Edward H. Mas- 
sar, manager of Rose Slipper Shop 
here, died suddenly in his room at Hotel 
Albert Pike last month. He had been 
in the shoe business more than 30 years. 

His sole survivor is an uncle, Edward 
Diehl, of Little Rock. Burial was in 
Calvary Cemetery. 





Albert Julius Kayser 


AKRON, O.—Funeral services for 
Albert Julius Kayser, head of original 
equipment sales to manufacturers in 
Shoe Products Division, of the Goodyear 
Tire & Rubber Company, were held De- 
cember 31, in Cuyahoga Falls, O. 

Born in Dardanelle, Arkansas, De- 
cember 3, 1892, Mr. Kayser joined Good- 
year October 1, 1919, at Kansas City 
as an employee of the shoe products 
sales department. He was transferred 
to Milwaukee in May, 1931, in charge 
of sole and heel sales to manufacturers. 
In September, 1936, he was named head 
of all original equipment sales. 

Surviving are his widow, Mildred W.; 
one son, Albert, Jr. of Cleveland; a 
daughter, Mrs. Celeste Girard of Day- 
ton, O.; a brother, Russell R. Kayser 
of Corpus Christi, Texas; a sister, Mrs. 
Lucille Marquiss of Oklahoma City, 
Okla. 
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a position to 











As manufacturers of the original fluoroscopic 
X-Ray shoe fitting device, this ao, is in 


terials for machines dating back 25 years and 
more, as well as for the latest models. This 
includes the correct type of X-RAY tube for 
each machine. large and small transformers. 
the latest improved Suoreecopic screens, ap- 


Genuine X=RAY Parts and Repairs... 


By the makers of SIMPLEX — the Original X-RAY SHOE FITTER 


proved switches, controls, meters, electrical 
fittings and other minor parts. 

Most important, it includes the services of an 
experienced staff to test and recondition your 
X-Ray shoe fitting equipment. An estimate. 
based on a thorough inspection. tells you ex- 
actly what it will cost to bring your machine 
to maximum efficiency. 


supply genuine parts and ma- 








3533 NORTH PALMER STREET 
_ MILWAUKEE 1, WISCONSIN 























with the exclusive » 





air tight! Ideal 


THE COMMODORE 
NO. 20 SHOWN 


NO SMOKE ¢ NO ASH ° NO ODOR 
Reduces Fire Hazard 


Just a flick of the finger on the push buttes 
and trap door opens completely emptying ash 
tray. Bowl closes automatically . . . positively 

tt for shoe stores, lounges, offices, 
waiting rooms, rest rooms, 
where people smoke! price for folder showing | | 


Distributorships Available 


ted di 4, frovere 












lay rooms—any- 


our complete line | 












HANDY FORMS 


(Carried in Stock) 


| for efficient store operation 

Buying Order Pads—Form #107, per pad $ 50 
| (100 sheets to pad—50 orig.—50 dup.) 5 pads 2.00 
|| Inventory Size Sheets—Form #106 per pad ..._ .50 
(100 sheets to pad) 5 pads $2.00; 10 pads .. 3.50 
Sales Record Slips Form “D” 100 to pad, per pad = .25 
Refund Record Slips Form “E” 85 to pad, per pad .25 
Customer File Cards Form “F” 3” x 5”, 100 cards 1.00 
Profit Charts—accurate guide to selling prices. 50 

SEND FOR FREE SAMPLES OF SYSTEM 


MERCHANT'S SERVICE DEPT. 


209 S. STATE ST. 


CHICAGO 4, ILLINOIS 











Chicago Travelers Plan 


January Show 


CuicaGo, ILL.—Extensive plans are 
underway for the big Spring show 
which the Chicago Shoe Travelers’ As- 
sociation will hold at the Hotel Morri- 
son January 18, 19, 20, 21 

Thus far 135 exhibitors have signed 
up for showroom space and for the first 
time there will be a varied showing 
of children’s footwear. The eighth floor 
has been allotted exclusively to chil- 
dren’s lines. In time, the management 
of the association hopes to segregate 
the floors at each show according to 
classification of merchandise; one floor 
given over to men’s shoes, another to 
women’s etc., for the convenience of 
visiting buyers. 

Promotions Announced at 


Marshall Field 


Cuicaco, ILL.—Marshall Field & 
Company has announced the appoint- 
ment of Harold J. Nutting as general 
manager of all Field stores which in- 
clude the Evanson, Oak Park, and Lake 
Forest branches as well as the main 
State Street store. Mr. Nutting has 
been with Field’s for more than 20 
years, was until recently divisional 
merchandise manager. 
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Hunting Boot Cut Down for 
U.S. Bobsled Team 





The normal 12-16 inch height of the 
leather top hunting boot held by the 
young lady with the four-leaf clover was 
cut down six inches, to lighten the shoe 
for U. $. Olympic Bobsied Team mem- 
bers, by the Mishawaka Rubber & Wool- 
en Mfg. Company. Since spiked shoes 
are not permitted in Olympic bobsled- 
ding, a special hob-nail type construc- 
tion sole was used for traction in fast 
getaways. 


Simon Lazarus 


CINCINNATI, O.—Simon Lazarus, 65, 
a director of the Federated Depart- 
ment Stores, with general offices in 
Cincinnati, vice-president of the John 
Shillito Company, Cincinnati depart- 
ment store, and president of the F. & 
R. Lazarus Company, Columbus, Ohio, 
died December 21 in Columbus after a 
long illness. 

He was the eldest son of Fred Laza- 
rus, Sr., and a grandson of Simon 
Lazarus who founded the Columbus 
store in 1851. 

Simon Lazarus started to work in 
the Columbus store at age 19 and rose 
through the ranks to presidency of the 
store. 

He was an exponent of prime man- 
agement-employee relations and inau- 
gurated such benefits as a complete 
hospital clinic, store credit union, win- 
ter vacations for 10-year employees, 
recreational rooms, and exclusive use 
of employees and a store foundation to 
handle employee’s financial problems. 

He leaves his widow, Mrs. Ama 
Lazarus; two daughters, Mrs. Chester 
Shinback, and Mrs. Robert Green, Co- 
lumbus; a son, Charles Lazarus, Colum- 
bus, and a stepson, Sol Harmon, Co- 
lumbus. 
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OUR 48TH YEAR 





Jon. 25, 27, 
Room 587 


Features of I; Construction: 
© Balanced Broad Tread B Lasts 
© Arch Supporting Counters 
© Anatomic Snug-Fitting Heels 
© Heels Wedged at Inner Border 
* Molded BK Steel Shanks 


















JULIUS ALTSCHUL, INC., 117-125 GRA 
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William Cohan Company to 
Distribute for Hussco 


Cuicaco— The Hussco Shoe Com- 
pany has announced the appointment 
of the William Cohan Company as its 
midwestern distributor. 

The William Cohan Company, whose 
home office is in Chicago, has exclusive 
distribution in Indiana, Illinois, Iowa, 
Wisconsin, Minnesota and Michigan. 

Considerable enthusiasm was evinced 
by the William Cohan sales organiza- 
tion at a special dinner held at the 
Bismarck Hotel on December 29th. The 
dinner was attended by William Mano- 
witz, president, and Jord Feiglin, vice- 
president of the Hussco Shoe Company, 

William Cohan, president of the 
company, has announced the appoint- 
ment of Otto H. Dumke and Curtis W. 
Johns. 


Joins Tober-Saifer 


St. Lours, Mo.—Eugene Rison, for 
the past three years an account execu- 
tive with Fuller, Smith and Ross Ad- 
vertising Agency, Cleveland, in charge 
of the appliance division account of 
Westinghouse Electric Corporation, 
joined the Tober-Saifer Shoe Company 
here as executive assistant to the presi- 
dent in charge of merchandising and 
advertising, effective January 1. 

Prior to his association with the 
Cleveland advertising firm, Mr. Rison 
was connected with the International 
Shoe Company. For two years he was 
advertising and sales promotion man- 
ager of the Merchants Service Depart- 
ment of International. 

During the next eight years he was 
advertising manager of the Roberts, 
Johnson and Rand Division of Inter- 
national. 








St. Louis, Mo.—J. J. Scott, sales 
manager of the Tober-Saifer Shoe Com- 
pany has announced his resignation. 
Prior to joining that organization he 
served for approximately 15 years with 
the merchants service department of 
the International Shoe Co. Mr. Scott 
will announce his plans later. 
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Retired Shoe Man Celebrates 
Diamond Wedding Anniversary 


BRooKLYN, N. Y.—Celebration of the 
Diamond Wedding Anniversary of Mr. 
and Mrs. Charles W. Strohbeck was 
held January 3 here at the Bossert Ho- 





Mr. and Mrs. Charles D. Strohbeck, as 
they appeared at the recent celebration 
of their 60th wedding anniversary. 


tel, with a large group of friends and 
members of the family present. Mr. 
Strohbeck was president of Chas. W. 
Strohbeck, Inc., manufacturers. in 
Brooklyn of shoes and slippers, until 
five years ago when the company dis- 
continued business. 

A coincidence of nature provided the 
wedding anniversary of the couple with 
a more severe snowstorm than that of 
1888, which came soon after their mar- 
riage. 

The firm of Chas. W. Strohbeck, Inc., 
which began in 1887 as a shop in the 
rear of a smal] retail] store at 1015 
Gates Avenue, Brooklyn, was a charter 
member of the N. Y. Shoe Manufac- 
turers’ Board of Trade, a member of 
the National Association of Manufac- 
turers for some 40 years, and also the 
National Shoe Manufacturers’ Asso- 
ciation. a. 
Manufacturer Changes Name, 
Announces New Sales Manager 


St. Louis, Mo.—The firm name of 
Spalsbury, Steis Deevers Shoe Com- 
pany, St. Louis, has been changed to 
Spalsbury, Steis Shoe Company. 

Dick Phipps, it was announced, has 
been promoted to sales manager of 
Spalsbury-Steis Shoe Company. 


GOOD NEWS! Frou 


Atticus 


We're welcoming a limited number of new 
inquiries on our orthopedic type shoes. These 
fine orthopedic shoes for tots to teens are 
available in larger quantities from our in-stock 
dept. Your response will receive our prompt 


TTAN ST., BKLYN. 6, N. Y. 
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BURNS CUBOIDS 
are the California-made 
FOOT BALANCERS 
That you see advertised in 
@ GOOD HOUSEKEEPING 
@ LADIES’ HOME JOURNAL 
@ WOMAN'S HOME COMPANION 


@ AND IN PUBLICATIONS OF THE 
AMERICAN MEDICAL ASS'N. 


You also see them advertised over 
the signatures of the nation’s best 
shoe and department stores. Many 
dealer helps keep CUBOIDS moving 
all the time. For information about 
possible franchise, write 


BURNS CUBOID COMPANY 
Senta Anco California 











Firm Connection in Error 

A caption under a group photograph 
of luncheon guests at the recent shoe 
show of the West Coast Shoe Travel- 
ers’ Associates in Los Angeles, pub- 
lished on page 88 of the December 15th 
RECORDER, erroneously referred to L. J. 
O’Neill as president of Rice-O’Neill 
Shoe Co. Mr. O’Neill is president of 
L. J. O’Neill Shoe Co., St. Louis. Frank 
S. Rice is president of Rice-O’Neill 
Shoe Company, also of St. Louis. The 
RECORDER regrets that this error oc- 
curred. 





Buy Savings Bonds 
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PILOT SHOE CO. 


31 Hopkins Place ¢ Balto. 1, Md. 
icetidasnadiaiasitineeemetemeeeanaedacaaiited cae 


li li li lie te) 


ENGINEERS’ BOOT 


OE Ee Ee ee 















© 17” Height 

* Steel Shank Arch 
© Leather Heel 

® Goodyear Welt 


* Oil Treated Leather 
Sole and Heel | 
| 


| 
* Heavy Brown Plump Elk | 


Sizes: 7-12 D Width 


$8.95 


No. 3748 


Terms: 2/10 N/30 Samples on Request | 


a | 
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About Shoe People 





Dick Wasserman, son of the late 
Herman Wasserman, co-founder of 
Vanity Shoes, Inc., of Philadelphia, Pa., 
is now associated with the firm in a 
sales capacity, it has been revealed. 





DICK WASSERMAN 


Mr. Wasserman is a graduate of 
Cheltenham High School and entered 
the University of Pennsylvania’s Whar- 
ton School of Business in 1944. During 
the war, Mr. Wasserman saw nearly 
two years of action as an ensign in the 
United States Maritime Service. He 
was discharged in November, 1946, re- 
entering the University of Pennsylvania 
before joining the Vanity Shoes organi- 


zation. 
> 7 . 


Robert Halpen, of the H. C. Stillman 
Shoe Company, Lawrence, Mass., has 
opened a new sales office in Room 549, 
Marbridge Building, New York City. 
Mr. Halpen was formerly located at the 
Hotel New Yorker. 


> * * 


Leon Doyle, first assistant buyer of 
men’s shoes at the J. L. Hudson Co. in 
Detroit, recently became the father of 
twins, Leon Hames, Jr. and Ann Marie. 


< x 


Harvey L. Farr, president of Farr 
Bros. Company, shoe retailers, has been 
elected chairman of the retail division 
of the Allentown (Pennsylvania) Cham- 
ber of Commerce. This is the second 
time he has held the post. When first 
chosen in 1934 he was the youngest 
chairman of the division ever to hold the 
office. Mr. Farr was also renamed to 
the executive committee. 

* 7 * 

John A. Beaumont, author of “Fit- 
ting and Selling Shoes,” and supervisor 
of business education, Board for Voca- 
tional Education, for the state of IIli- 
nois, recently addressed a group of vet- 
erans, under the Veterans Training 
Program, who are employed by the 
Blankinship Shoe Stores, of Belleville, 
Nl. 


Phineas and Jack Kappe have opened 
an exclusive shoe salon at 1423 Wilshire 
Blvd., Santa Monica, Cal. They will 
feature nationally branded and adver- 
tised lines of footwear. Jack Kappe, 
who has had considerable experience in 
shoe business, was previously with 
Thomas & Co., Minneapolis, Minn. 


> * * 


William A. Dion recently purchased 
Johnston’s Bootery at 518 Kay St., Sac- 
ramento, Cal. Mr. Dion was with 
Cannon Shoe Company, Baltimore, Md., 
for many years. 

* . - 


Albert A. Gray has opened a chil- 
dren’s bootery at 4007 Wilshire Blvd., 
Los Angeles, Cal. Mr. Gray was with 
R. H. Macy & Co., New York City, for 
many years. 

> . 

James A. Gardner, formerly of Cow- 
pens, S. C., is the new manager of 
Butler’s Shoe Store in Columbus, Miss. 
He is a veteran of World War II. 

. > 7 


A double celebration was held in 
Atlantic City recently by Mr. and Mrs. 
Joseph Greenberg, proprietors of a shoe 
store at 92 Broadway, Newark, N. J. 
The couple took the vacation in honor 
of both their 25th wedding anniversary 
and Mr. Greenberg’s birthday. Their 
son, Marvin William, who has returned 
from several years’ service in the mer- 
chant marine, managed the store in his 
parent’s absence. 

- . . 


Ernest Steen, formerly with the Sun 
Shoe Mfg. Company, has been appoint- 
ed to cover the Michigan and Ohio ter- 
ritory for the McBreen Shoe Company, 
of Chicago, IIl., it has been announced. 
Mr. Steen, who has resided on the West 
Coast, will return to the Middle West 
with his new position. 

- - > 


Samuel M. LeVine, proprietor of the 
Uncle Sam Shoe Stores in Paterson, 
Passaic, Newark, Harrison and Boon- 
ton, New Jersey, was recently appointed 
to the Board of Recreation of Paterson,, 
New Jersey. Mr. LeVine has been the 
sponsor of semi-professional baseball 
and basketball teams for the past 15 
years and prominent as a sponsor of 
sport activities. 

. . = 

Maxwell R. Lichtenfeld has been made 
vice-president and general manager of 
Pedicure Shoes, Inc., and Comf-O0-Pedic 
Shoe Shops, Inc., of New York City, it 
was announced recently. 

. = 7 


Tom Downey, formerly assistant buy- 
er at Buffum’s Department Store in 
Long Beach, Cal., has joined the Barnett 
Bootery in the same city as assistant to 
Lou Barnett, owner and manager. 


Boot and Shoe Recorder 
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No. 1950 


Our Modern Factory Is Now In Full Production And We Are 
Ready To Supply You With A Complete Line Of Fine 
Leather Sandals For Men, Women and Children. 





707 BROADWAY 


Catalog Showing New Styles and Prices 
Available On Request 


Lion Sandals 


FORMERLY LION LUGGAGE CO. 


NEW YORK 3, N. Y. 











Wanted: A Shoe 
Specialist 
[CONTINUED FROM PAGE 111] 


As far as I can see I’d have the best 
chance of succeeding if I carried shoes 
for the whole family. Then I gould get 
three times as much business as if I 
sold shoes for only men or women or 
children.” 

“That is something to consider,” Mr. 
Hultz agreed, “so we will consider it. 
It is true that I and the other stores 
around are doing well with family shoe 
stores, but the question is, could we do 
better if we specialized? Let us take 
my store as an example. My stock is 
worth about twenty thousand dollars, 
but that is divided among men’s, wo- 
men’s, and children’s shoes, rubbers, 
overshoes, and so on. 

“So I have, let us say, five thousand 
dollars worth of men’s shoes. I could 
have more. This morning we lost a 
sale because we didn’t have an 11%A 
in stock. We don’t have enough shoes 
to carry sizes like that. And yesterday 
a young fellow walked out because we 
didn’t have a style to suit him in his 
size. You remember?” 

“Yes.” 

“All right. If we had four times as 
many men’s shoes as we have, wouldn’t 
there be a better chance of fitting that 
fellow who wore size 11%A?” 

“Yes.” 

“And wouldn’t we have more styles 
in stock and stand a better chance of 
selling young men like that one who 
walked out yesterday?” 

“Ves.” 

“So, if we had only men’s shoes, we 
would be specialists. We would be 
different. We would have trade coming 
here from all over this section because 
we had the sizes and variety that the 
other stores didn’t have.” 

Joseph couldn’t help smiling. “Then 
why don’t you specialize in men’s 
shoes?” 

Mr. Hultz smiled shamefacedly. “I 
guess I’m not a movie actor either. I 
know what’s good for me but I’m too 
lazy or too old to change over. 

“Write on the top of that sheet: 
“Men’s Shoes.’ Then make a line down 


January 15, 1948 


the middle of the page and on one side 
of the line write ‘For’ and on the other 
side ‘Against.’ You got it? All right, 
write down all the reasons why you’d 
like to own a men’s shoe store and all 
the reasons why you would not like to.” 

“Well,” Joseph wrote as he talked. 
“You don’t get stuck with old merchan- 
dise so much as in women’s shoes. And 
you don’t have to run sales so often. 
And men will keep coming back if you 
give them quality. And they’re easier 
to wait on than women. But there’s 
plenty of competition in men’s shoe 
stores. It might take a while to build 
up a following.” 

“All right. Now do the same for 
women’s shoes.” 

“Well, there’s the fastest turnover in 
women’s shoes. They need shoes for all 
times of the day and for all occasions. 
You can keep a pretty good mark-up. 
There’s a chance to make a fortune in 
women’s shoes. But you’re getting 
stuck with odd sizes and styles all the 
time.” 

“That seems to take in the story 
pretty well. Now, what about children’s 
shoes?” 

“Children’s.” Joseph wrote the word 
at the top of a new page. “The way 
it looks to me there’s plenty of room 
for a good children’s store. For one 
thing there isn’t so much chain com- 
petition. Then again, most children are 
wearing shoes that don’t fit them. If 
we fitted every customer conscientiously, 
the mothers would surely bring them 
back again. 

“I think I’d like to specialize in chil- 
dren’s shoes. I mean you don’t get 
stuck with high styles like with wo- 
men’s shoes. And there’s a bigger 
opening for children’s stores than for 
men’s. And then again there are so 
many children today. I mean people 
seem to be having children faster than 
ever before.” 

“That’s fine. It seems that we’re 
aiming at a children’s shoe store. But 
just to make sure that we’re sure of 
what we’re doing, let’s keep going down 
the list. Let’s talk about the corrective 
shoe store.” 

Joseph gave that some thought. “I 
know that there’s plenty of profit in 
that business. I mean you make a good 


NATIONALLY ADVERTISED 


DD Scholls 
FOOT-EAZER 


LARGEST-SELLING ARCH 
SUPPORT IN THE WORLD! 





| For Tired, Aching Feet, Foot ond Leg Poins 


Cash in on the greatest name in Foot 
Relief in the world by featuring Dr. 
Scholl’s Foot-Eazer! You’ll have better 
satisfied customers. Retail, $5.00 pair. 
Wholesale, $33.00 dozen. Send for our 
big catalog. It’s full of fast-selling Dr. 
Scholl’s Remedies, Appliances and 
| Arch Supports—and ideas how to 
| make Foot Relief pay you big divi- 
dends. Act now! 


| THE SCHOLL MFG. CO., inc 


213 West Schiller St., Chicago 10, Ill. 
62 West 14th St., New York 11, N. Y. 





mark-up. And there isn’t too much 
style to worry about, I mean sales, left- 
overs, and things like that. And if you 
can do a good job with the customers’ 
foot troubles, you ought to be set for 
life. But that’s something I was never 
too crazy about. I don’t know too much 
about foot ailments. It would take me 
years to learn.” 

“How about the family shoe store?” 

“You seemed to take that in pretty 
well. If I start a family store, I most 
likely wouldn’t have anything different 
from the other stores around here. And 
with my small capital I couldn’t stock 
shoes for the whole family and have 
everything I needed. I still like the 
children’s shoe store.” 
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* English Type 

* Calfskin Kip Uppers 

* Leather Lined 

* Goodyear Welt 

* Leather Soles and Heels 
800 Ladies’ Brown $11.40 


80! Ladies’ Black $11.40 
Sizes 4-9 


900 Men's Brown $12.00 
90! Men's Black $12.00 
Sizes 6!/2-12 
Terms: 2/10 N/30 
Send for Samples 


ARNOFF SHOE COMPANY 
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BOWLING SHOES 


ll el el ot 45 


Bowling Shoes and Oxfords 

2 Ventilating Eye- 
lets on each sid 

Men's & 3 
Smoke Elk Ox- 
for } 

Men's & Women’s | 

Black Elk Ox- 


fords } 
Women's White Elk 
ixfords 


$2.65 ~~ 


Send for Samples 


ARNOFF SHOE COMPANY | 
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BASKETBALL SHOES | 


ll i 


“ASCO” Year Round Basketball Shoe | 
$2.90 ‘gl 


* Heavy Duck Uppers 
Insoles 











Women's Sizes 3-9 
Men's Sizes 6'/2-12 
2/10 4/30 


| 


Heel & Arch 
* Ventilator Eyelets 
* Black & White 
* Sizes 6'/2-12 





e@ Same in Maroon & White No. 185 
Terms: 2/10 N/30 Send for Samples 


ARNOFF SHOE COMPANY 
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Financial 
Statements 


General Shoe Net Sales, 
Production Reach New High 


NASHVILLE, TENN.—Net sales of 
General Shoe Corporation, headquar- 
ters in Nashville, reached a new high 
during the last fiscal year, by hitting 
$78,142,458, for a 28 per cent increase 
over fiscal 1947. The company’s an- 
nual report for the year ended October 
31 has been released by W. Maxey Jar- 
man, chairman of the corporation, and 
Henry W. Boyd, Jr., president. 

From standpoints of dollar volume 
and pairs of shoes produced (16,149,- 
046), it was the biggest year in the 
firm’s history, the report shows. 

Net profits for the year amounted 
to $2,566,500, equivalent to $3.34 per 
share on common stock after providing 
for preference and preferred dividends. 
Earnings the previous year were $3.76 
per share. Common stock dividends of 
$2.50 per share were paid during the 
year just closed. 

The company’s net worth increased 
during the past year to $19,225,654, 
and the ratio of current assets to lia- 
bilities is 8.46 to one, the report in- 
dicates. 

Although shoe production for the in- 
dustry as a whole declined approxi- 
mately 15 per cent during the year, 
General Shoe pairage showed a slight 
increase. 

Oatstanding features of the com- 
pany’s plant expansion during the year, 
the report said, were the opening of a 
120,000-square-foot plant in Nashville 
in which 80 per cent of the company’s 
sole cutting requirements are met, and 
the approximate completion of a large 
new plant at Waynesboro, Tennessee, 
for manufacturing men’s shoes. 





Florsheim’s Profits Up 


CuHicaGo, Itu.—The Florsheim Shoe 
Company reported net income during 
the fiscal year ending October 31, was 
$2,100,068 or $3.10 a class A share, as 
compared with $1,242,548, or $1.84 a 
share in the preceding fiscal year. 





Edison Bros. Show 
Record Sales in 1947 


St. Louis, Mo.—Winding up the year 
1947 with the greatest sales volume in 
its history, $71,000,000, Edison Bros. 
Stores, Inc., with headquarters here, 
anticipates a $75,000,000 volume for 
1948. In his comment on the status of 
business issued with the report, Harry 
Edison stated that he believed 1948 
wou:d definitely show a forward or 
backward movement; that a status quo 
would not be maintained. 
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QUALITY SHOES 


SINCE 1932 


We sell branded qual- 
ity shoes below current 
prices. Nationally 
known for surpluses 
from the nation’s lead- 
ing monufacturers. 







b> M.K. WEIL SHOE CO. 








1215 Washington Ave. 
| St. Lovis 3, Mo. 
While in Town See Weil 











6 ee ee 


PLASTIC SHOE FORMS 


i li il eit 





al el li tel 








| | GLa saan ee oe 
Ladies’, misses’, children's, Infants’ — flesh 
color ealy, varied heel heights and sizes — 
immediate delivery. Write for samples, aise 
HOSIERY FORM detalls and Shoe Findings 
Catalog. 

-LYONS & COMPANY 

128 Deane $t., New York 7, HN. Y. 
QUALITY SHOE STORE SUPPLIES SINCE 1908 














Sees Declines of Shoe 
Output in 1948 
[CONTINUED FROM PAGE 158] 


meet consumer demand. 

“The continuation of these same 
forces in 1948 can only result in re- 
duced output of quality leather foot- 
wear. However, as national income 
levels result in curtailed consumer pur- 
chasing power, we can expect increased 
demand for low to medium-priced 
leather footwear as well as more non- 
leather Shoes. This trend would favor 
New England’s shoe industry, as these 
types are produced in largest volume in 
this area.” 
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News of the Silesmtht and Syyoliers 


Knapp Bros. Acquire 
M. A. Packard Company 


BROCKTON, MAss. — Announcement 
is made here that the capital stock of 
the M. A. Packard Company has been 
acquired by Knapp Bros., Inc., of Bos- 
ton, and that another well-known shoe 
firm, Howard & Foster, Inc., of this 
city, will henseforth make and distrib- 
ute shoes bearing the Packard name. 

In announcing the sale of the Pack- 
ard company, John S. Kent pointed out 
that while it had been the original in- 
tention of Knapp Bros. to continue to 
make and sell Packard shoes, it had 
been found unfeasible to make both in 
the same plant. 

“To assure the continuation of the 
Packard business,” he said, . . . “we are 
happy to announce that Howard & Fos- 
ter, Inc., of Brockton, manufacturers 
of fine shoes since 1889, are taking over 
Packard lasts, dies, patterns, equip- 
ment and entire stock department and 
will manufacture the same lines of 
shoes heretofore made here. They will 
also have the Packard trade-mark and 
other marks used in our line, thus as- 
suring the carrying on of the fine tra- 
dition of the Packard name. Our pres- 
ent salesmen will continue to sell and 
promote Packard shoes.” 





Mrs. Harriett Porteus 
Resigns From Carlisle 


NEw YORK—Mrs. Harriett C. Porteus, 
publicity and promotion director for 
Carlisle Shoe Co. for the past year, has 
resigned her position effective January 
12. 

Before joining Carlisle, Mrs. Porteus 
held a similar position with Johnson, 
Stephens & Shinkle Shoe Co., St. Louis 
manufacturers. Her future plans have 
not been made known, as yet. 

No successor has been named. 


Returns to Burns Cuboid 


Santa ANA, CaL.—The Burns Cuboid 
Company, of Santa Ana, has announced 
the return of Harry E. Barber to the 
position he held for many years as pro- 
motion manager. The past eighteen 
months Mr. Barber has been president 
of the Dr. Hiss Stabilizer Company of 
Los Angeles, which position he resigned 
as of January 1, 1948. 
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Robert, Johnson & Rand Pass 
Half-Century Mark 


St. Louts—January 14 was a red let- 
ter day in the history of the Roberts, 
Johnson and Rand branch of Interna- 





FRANK C. RAND 


tional Shoe Co. On that date 50 years 
ago its founders drew up a draft of 
corporation in a St. Louis hotel and put 
their signatures to a document destined 
to become the nucleus of the largest 
shoe concern in the world. 

And through the passing years the 
founders of Roberts, Johnson and Rand 
and their associates and descendants 
have had key roles in shaping the ex- 
pansion and growth of both the organ- 
ization which they founded and the In- 
ternational Shoe Co. The latter organ- 
ization, whose board chairman and for- 
mer president is Frank C. Rand, a 
brother of one of the founders of R J 
and R, was formed in December, 1911, 
when the Roberts, Johnson and Rand 
Shoe Co. was merged with the Peters 
Shoe Co. 

R, J and R opened its doors as a shoe 
wholesaling firm in April, 1898, with a 
capitalization of $190,000 but by the 
end of the year had launched a shoe 
manufacturing program which had ex- 
panded to a 10 factory circuit by 1910. 
The five founders of the company were 
all southerners. Jackson Johnson, the 
only president of Roberts, Johnson and 
Rand (since it became a branch of In- 
ternational following the merger with 
Peters Shoe Co.) and the first president 
and first board chairman of Interna- 
tional Shoe Co., had been a retail mer- 
chant in Holly Springs, Miss., during 
the latter part of the 19th Century, be- 


fore coming to Memphis in 1893 to form 
the shoe wholesale house of Johnson, 
Carruthers and Rand with his brother, 
Oscar Johnson, and cousin, Edgar E. 
Rand, also co-founders of R J and R. 

In the Mississippi town and later in 
Memphis until a city-wide fear of the 
return of the Yellow Fever scourge had 
curtailed business to such an extent that 
they liquidated late in 1897, the trio of 
Mississippians had prospered from a 
policy of selling quality shoes at popu- 
lar prices. The other two founders of 
Roberts, Johnson and Rand, both Ten- 
nesseeans, were John C. Roberts, for- 
mer sales-manager of the old Hamilton- 
Brown Shoe Co. and his nephew, 
Eugene E. Roberts. 

Though none of the founders of 
Roberts, Johnson and Rand Shoe Co. 
are alive today a number of descendants 
and namesakes of the founders are 
continuing in the management. 
Edgar E. Rand and Henry H. Rand, 
sons of Frank C. Rand, board chairman 
of International, are both directors of 
International and the former also a 





FRANK FREUND 


vice-president. Andrew Johnson, son of 
Jackson Johnson is vice-president and 
treasurer of the company and James 
Lee Johnson, son of Oscar Johnson, is a 
director and head of the company’s in- 
dustrial relations department. 

Frank Freund, general manager of 
Roberts, Johnson and Rand at the 
present time, became head of the or- 
ganization last Summer upon the resig- 
nation of Robert L. Jordan, general 
manager for a number of years. 

In contrast to the early days when 
the firm jobbed a single branded line of 
shoes. Roberts, Johnson and Rand to- 
day manufactures three other brands. 
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Distributes Benefits of 
Profit-Sharing Plan 

AYER, MAss.—Under the profit-shar- 
ing plan adopted by the Hartnett Tan- 
ning Company of this city, 208 employ- 
ees recently received checks totaling 





FRANK H. HARTNETT 


$35,640.54 at an enthusiastic gathering 
held in the auditorium of the local high- 
school. The occasion was the fourth 
consecutive semi-annual distribution 
and covered the period ended August 31. 

In a statement made to all employees, 
Frank H. Hartnett, president, reviewed 
the progress of the last half year and 
said that the company’s action in bor- 
rowing money from the Colonial Tan- 
ning Company of Boston for the pur- 
pose of installing better machinery, 
equipment and facilities had contributed 
to greater production with steady em- 
ployment at higher wages. 

Representing the Colonial company at 
the gathering were Archie and Kivie 
Kaplan, treasurer and vice president, 
respectively. 





Honor Employer on 40th 
Year in Shoe Industry 


ROCHESTER, N. H.—Samuel J. Katz. 
who has been engaged in every branch 
of the shoe busines, and is now presi- 
dent of the Hubbard Shoe Company, 
with factories in Rochester and East 
Rochester, was honored in recognition 
of his 40th year in the industry at a 
dinner of the company’s superinten- 
dents and foremen at the London Room 
here. 

Mr. Katz started with a retail store 
in New Britain, Conn., and later be- 
came a well-known wholesaler before 
entering the manufacturing end of the 
shoe business. 

His local plants employ approxi- 
mately 800 workers and have offered 
steady work during all the years since 
Mr. Katz came to Rochester in 1930. 
During World War II, the factories 
were producers of Army shoes, ski 
boots, head harnesses for chemical war- 
fare, bomb parachutes and other mili- 
tary equipment. 
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Trimfoot Begins Canadian 
Production 


St. Louis, Mo.—J. B. Reinhart Jr., 
president of the Trimfoot Company, 
Farmington, Mo., announced Canadian 
expansion plans at the 1948 general 
sales conferences, held recently in the 
Jefferson Hotel here. 

A recently completed agreement with 
Sidney Caplan and Wilfred E. Stewart 
of Canada has resulted in the forma- 
tion of Trimfoot Company, Ltd., with 
main offices in Hamilton, Ontario. The 
entire Trimfoot line will be manufac- 
tured in a newly completed plant in 
Midland, Ontario. 

Officers of the newly formed company 
include: Wilfred E. Stewart, president; 
J. B. Reinhart Jr., vice-president and 
Sidney Caplan, director. Production of 
the Trimfoot line will begin at once in 
Canada, according to Mr. Reinhart. 


Will Cover Southeastern 
Territory for Casuals, Inc. 


Los ANGELES, CAL.—Melville Kauf- 
mann, president of Casuals, Inc., manu- 
facturers of men’s leisure footwear, 
recently announced that Fred V. Ayres 
will handle the Southeastern territory 
for the firm. 


Mr. Ayres has resigned his position 
as buyer of men’s shoes for Burdine’s 
of Miami, Florida, as well as Miami 
Beach, and the firm’s Florida resort 
town outlets, effective January 1, 1948. 
He will join Casuals, Inc., shortly after 
the first of the year. 


Sells Factory to 
Consolidate Operations 


MANCHESTER, N. H.—The Foot De- 
light Corporation factory on Willow 
Street has been sold to John H. Gold- 
berg, president of the Evangeline Shoe 
Company, it has been announced by 
Louis H. Salvage, head of the Foot De- 
light concern, which will consolidate 
the manufacture of its high-priced 
footwear in a Beverly, Mass., plant 
which Mr. Salvage recently purchased. 





Change Firm Name 


NEw YorRK—The name of the Globe 
Slipper Corporation has been changed 
to Globe-sters, Inc., to avoid errors of 
identification, it was revealed here. The 
organization and officers of the firm re- 
main the same. A. Heckler is president 
of Globe-sters, Inc., M. Levine, secre- 
tary-treasurer. 





Latin Americans Study U.S. Shoe Methods 





John Regas (right), employee of the W. L. Douglas Shoe Company, shown ex- 
plaining to Lech Anusz (left-center), and Clyto Andrade (right-center), the func- 
tions of the Multigraph machine for printing shoe tags. Willian Gelson, Jr. (left), 


is the operator of the machine. 


BROCKTON, MAss.—The efficient and 
economic methods of shoe manufactur- 
ing practiced by U. S. factories were 
praised recently by two young Brazil- 
ians, visiting here to study modern 
methods of shoe construction. 

Sefiores Clyto Andrade and Lech 
Anusz, recently arrived in this country, 
inspected the production facilities of the 
W. L. Douglas Shoe Company as the 
first step in a year of study sponsored 
by the Brazilian government. They are 
the recipients of a fellowship from the 
Brazilian National Service of Industrial 
Apprenticeship to study American shoe 
construction methods, under the aus- 


pices of the Institute of International 
Education of New York City. 

Interesting comments on shoemaking 
as practiced in the U. S. and Brazil 
were made by the pair as they were 
escorted on a tour of the factory by Mr. 
John Regas. 

Sefior Andrade is the shoemaker of 
the pair. He represents the Fabrica 
de Calcado Mundial, one of Brazil’s 
best-known makers of popular brand 
shoes. Senor Anusz is associated with 
the Research department of the Insti- 
tute of Technology of Rio Grande de 
Sol, and is especially interested in U. S. 
tanning processes. 
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RHINESTONE CREATION 
Rhinestone Side Bow 


Imported crystal stones 
> set in silver or gold 
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Joyce Extends Foreign 
Production 


PASADENA, CAL. — Joyce, Inc., has 
announced the signing of two addi- 
tional contracts for the production of 
the firm’s shoes abroad. The first is in 
Peru; the second, in Holland, which 
provides the licensee with the right 
to manufacture and sell in Holland, 
Belgium and Luxembourg. 

These new additions bring the total 
Joyce foreign operations up to seven, 
with one factory in England, two in 
Australia, one in New Zealand and 
another in Argentina. 





Resume Stitchdown Line 


New YorK—Grossman’s Shoes, Inc., 
of 372 DeKalb Avenue, Brooklyn, has 
announced the resumption of their 
stitchdown line. 

Introduced in 1936, shoes made by 
this process were produced at this fac- 
tory until about 1940. The new line is 
being designed in young, sporty-look- 
ing styles in a variety of colors. 


January 15, 1948 


Beleganti Joins Shoe Guild 


New YorK—Beleganti Shoes, Inc., 
has been made a member firm of The 
Guild of Better Shoe Manufacturers, it 
was made known here by Irving E. 
Grossmann, president of the Guild. 
Producers of novelty footwear, Sidney 
S. Sandler and Earle J. Teshon, the 
principals of Beleganti, founded the 
company in 1945 after their return 
from the armed forces. 

Plans for the firm were formulated, 
it was pointed out, when they were in 
Persia, having both been connected with 
Saks Fifth Avenue in New York City 
before entering the service. The design- 
ing of the Beleganti line is under the 
supervision of Mr. Teshon, while the 
business management is handled by 
Mr. Sandler. 





Report Prices Unchanged 


St. Louis, Mo.—Calfskin shoes and 
the casual lines at Johnson, Stephens & 
Shinkle will not be changed at this 
time, a company spokesman told the 
RECORDER, recently, but patents and kid- 
skins would be increased 10 cents a 
pair. 





Yankee Shoemakers 
Complete Sales Organization 


NEWMARKET, N. H. — Completing 
preparations for its 1948 sales drive, 
The Yankee Shoemakers, Newmarket, 
announced the recent appointment of 
Bruce Hamlin to the post of assistant 
sales manager. Mr. Hamlin, associated 
with the shoe business for many years, 
comes to the Yankee Shoemakers from 
the Packard-Lynn Shoe Company. 

With this appointment, Sam Smith, 
president of the Yankee Shoemakers, 
manufacturers of children’s shoes, 
rounds out an executive staff recently 
expanded to include Irving Schachter 
as design and merchandising head. 
Schachter, author of several sales man- 
uals on the fitting of children’s shoes, 
was formerly buyer at Abraham & 
Strauss and was also connected with 
Alexander’s and R. H. Macy, New 
York. 

These men will be assisted by a field 
force operating in every part of the 
country. O. L. Huff, formerly branch 
manager of the Firestone Footwear 
Division, is in charge of the Alabama, 
Florida and Georgia territories. Ray 
O’Connell, war-time head of the J. L. 
Brandeis & Sons, Omaha, men’s and 
children’s shoe departments, covers the 
North Central and Rocky Mountain 
States. 

In Ohio, the representative is Earl 
Stansbury, who formerly covered that 
state for Fargo-Hallowell and Ger- 
berich-Payne. Walter Henley, until 1939 
a partner in a women’s and children’s 
orthopedic footwear firm in Pirmasens, 
Germany, serves the Illinois and Wis- 
consin areas. 

In charge of West Coast operations 
is Fred Perlberg. Before joining the 
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SKI BOOTS 
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PROFESSIONALLY STYLED 
@Brewn Leather Uppers or Con- 
@Rubber or Leather Soles 
© Ski Boots Availabic 


trom 
$5.50 


onc up 








LADIES* SIZES 3-9 
MEN'S SIZES 61-12 
| 2/10 N/30 Send jor Catalog 


ARNOFF SHOE COMPANY 
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FIELD BOOTS 
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© Custom Fit 

® Heavy Brown Elk Uppers 
® Leather Lined 

® Goodyear Welt Constr. 
© Oil Treated Leather 


Soles and Heels 
© Same in Black No. 375! 


IN-STOCK 
Sizes 6'/2-12 


$19.00 


Terms: 2/10 N/30 













Send for Samples 


ARNOFF SHOE COMPANY 


Yankee Shoemakers, Perlberg was in 
the merchandising division of A. S. 
Beck & Company. In metropolitan New 
York and New Jersey, the firm is rep- 
resented by Bill Taft, formerly labor 
relations executive for Walter Kidde 
& Co. 

Other salesmen include Warren Kol- 
kebeck in upper New York State and 
Long Island, Harold Freiwald in Indi- 
ana and Michigan, Don Gosselin in the 
New England States and Anthony 
Mirra in Pennsylvania, Delaware and 
Maryland. 

Texas, Louisiana, Arkansas, Missis- 
sippi and Oklahoma are covered by 
Willis McNeill, while Louis Rostov is 
the representative in North Carolina, 
South Carolina, Virginia and West 
Virginia. 
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Personnel Notes 


% 10 
| New Director of Conrad Shoe 
| NortH ABINGTON, Mass.—At a re- 
| cent directors’ meeting of the Conrad 
| Shoe Company, here, Marc Cormier was 


DISPLAY FIXTURES | 














The ''SINGLE''S| CORMIER 


—_— 








elected a director of the firm. Mr. Cor- 
mier will also assume the position of 
clerk of the corporation, advancing 
from assistant clerk. In both of his 
new capacities, he succeeds Albert 
Doyle. 








— eee 
FASHIONED OF "GENUINE 
PLEXIGLAS" 
AN INDISPENSABLE DISPLAY AID 
ELEVATES HEEL 5 INCHES 


ONLY S150 Co. “for Men's. Shoes 


All Orders Filled Promptly ; 
=LIBBY PLASTICS - INC.= y 


3425 MICHIGAN AVE., E. CHICAGO, INDIANA 








Represents Selby 


PoRTSMOUTH, O.—Britton T. Abbey 
has been appointed sales representative 
for the Selby Shoe Company, here, in 
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JOBS 
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BARIS SELLS 


Quality Shoes from Serples 
Merchandise. Better for Less 


BARIS SHOE CO.., lac. 
WOrth 2-5ia8-i 
79-81 Reade St., New York 7, kh. Y. 


BRITTON 
ABBEY 








the states of Virginia, West Virginia, 
Maryland, Eastern Ohio and Southern 
| Pennsylvania. 

Mr. Abbey was formerly store man- 
ager for William Hahn & Company, 
Washington, D. C. 
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Made Southern Salesman 


For Bates 


WEBSTER, Mass. — The Bates Shoe 
Company, here, has announced the ap- 
pointment of Parker Wolff as sales rep- 









IN STOCK 
FOR PROMPT 
DELIVERY 


J. M. CONNELL 
SHOE CO. 


South Braintree 


PARKER 
WOLFF 





resentative in the states of Tennessee, 
Georgia and Florida. Mr. Wolff has 
had extensive experience in the shoe 
industry, especially with retail aspects. 


Pacific Coast Distributor 
Martial Lee Shoe Co. 
Los Angeles, Calif. 
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PLAIN TOE BLUCHER MODEL 





Removable Spikes 











ARNOFF SHOE COMPANY 





PRICE TICKETS 
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PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 
BOOT AND SHOE RECORDER 

CHICAGO 4 


20? So. STATE ST. 




















The latest revised edition of 

THE SHOE AND LEATHER 

LEXICON — the 14th — is 
available again! 


This illustrated glossary of trade 
and technical terms serves a 
very useful purpose for it is filled 
with helpful information. It is a 
steady source for your daily ref- 
erence and your constant “tool 
of the trade.” 

The Shoe and Leather Lexicon 


75¢ per copy. prepaid 


| 
| 
BOOT and SHOE | 
RECORDER 00 S21 nd Steet | 


New York 17, N. Y. 
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CHILDREN'S SHOES 
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Children’s Feature Shoes with 
definite selling advantages 


Combination Lasts; Cut from 
selected materials: A to D 
widths, from Size 3 infants’ to 
Size 3 Growing Girls. Write for 
descriptive price list, and avail- 
ability of exclusive franchise in 
your locality. 











Menelecturers of Bawers Feet Treiners 


Write for Complete tofermeten, 


AGO? 
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ROMEOS 


er er ere re 


BROWN KID ROMEOS 


Leather quarter bact, lesther insole. heavy leather 
soles, brown rubber heel. 


SIZE INS—Doaily or Weekly 










#510: Men's, 


Sizes: 6 to 12 
24 Pr. to case 












_ Acrobat Representative 


NASHVILLE, TENN, — The Acrobat 
| Shoe Company, a division of the Gen- 
eral Shoe Corporation, here. recently 
announced the appointment of Charles 


CHARLES 
BOOTH, JR. 





Booth, Jr., as its representative in Iowa 
and Nebraska, effective January 1. Mr. 
Booth is currently in the field. 





| Praised for Sales Work 


Boston, Mass.—James Duval, sales 
representative for Knipe Brothers, 
Ward Hill, Mass., in the states of Mis- 


JAMES 
DUVAL 














| Buy Savings Bonds 





Milwaukee 2, W's 











Jonuory 15. 1948 





souri, Arkansas, Nebraska, Kansas and 
Texas, has received special recommen- 
dation from company officials for his 
energetic and successful sales work dur- 
ing 1947. In congratulating him, the 
firm said Mr. Duval was “setting the 
pace in his territory.” 





Announce Sales Organization 
Of Wellco 


WAYNESVILLE, N. C. — Organization 
of a nation-wide sales organization for 
Wellco Shoe Corporation has been com- 


WALTER 
KAUFMAN 





pleted, H. W. Rollman, president, an- 
nounced recently. 

Walter S. Kaufman, vice-president, 
is in charge of the sales department for 
Wellco which manufactures shoes for 
all the family, including infants and 
children. Gerald R. Monroy is assistant 
sales manager. 

Some sales representatives and their 
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WORK SHOES 
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Men's Steel Toe Safety Shoes 
Men's Popular Priced Work Shoes 


Union Made 


GOODWILL SHOE COMPANY | 
Massechesetts | 


Holliston. 
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LADIES' GOLF SHOES 


$545 Reg. Removable 
Spikes, Moccasin 
Toe, Top Grade 
Elk Uppers, Full 
Grain Insoles 
Goodyear Welt 
Sizes 4-9. 
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No. 2170 


2/10 N/30 Send for Samples 


BARNOFF SHOE COMPANY 
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ICE SKATES 


Oe 


FIGURE and HOCKEY OUTFITS 


S,emee 


, 


Men's, Women's, Children's 
ICE SKATES 
12 Styles IN STOCK 


"°oC0c¢ 


Aveileble nal 


y | 
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oil oe . 
“ue So Trwr i 


Terms: 2/10 N/30 Send fer Catalog 


ARNOFF SHOE COMPANY 





territories are: Henry S. Blackwood, 
New York, Massachusetts, Connecti- 
cut, Maine, Vermont, New Hampshire, 
Rhode Island; Walter Marx, New York 
City and St. Louis; Louis Beck, Penn- 
sylvania, New Jersey, Maryland, Dela- 
ware, District of Columbia; Ernie Mil- 
ler, North Carolina, South Carolina, 
Tennessee, Kentucky, Virginia, West 
Virginia; Nathan Strauss, Georgia, 
Louisiana, Miss., Florida, Alabama. 
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SALESMEN WANTED 


SALESMEN WANTED | 


SALESMEN WANTED 





REAL OPPORTUNITY 


Salesman for southern states, including Texas, for a very desirable, outstanding 
line of nationally advertised women’s high-grade shoes. This territory has never 
been solicited, but includes well-established agencies sold direct from factory 
sales room. A real opportunity for the right man. Apply in own handwriting, 
giving full particulars regarding experience and personal status. 


Address 316, Care BOOT & SHOE RECORDER, 100 East 42nd Street, New York 17, N. Y. 














——~ 

















on Commission Basis. 


territory. Replies confidential. 


43 Leon Street 


SALESMEN WANTED | 


To Sell Manufacturer's Line of Women's Fast Selling New Wedge 
Heel and Baby Doll Low Heel Styles to Chain and Retail Trade 


Give full details on experience, qualifications, lines carried, also 


BAL! FOOTWEAR MANUFACTURING, INC. 


Boston, Mass. 











SALESMEN FOR 
NATIONALLY ADVERTISED 
GOODYEAR LOCKSTITCH 
AND CASUAL TYPE SHOES 


TERRITORIES OPEN 


1. Texas 

2. Virginia, West Virginia 

3. West Pennsylvania, Ohio 

4, Michigan, Wisconsin 

5. Illinois, Iowa 

6. New York, New Jersey 

7. New England 

8. Montana, Idaho, Wyoming, Utah 
9. Missouri, Kansas, Oklahoma 


Address Box 321, care BOOT & SHOE ee 
100 East 42nd Street, New York 17, N. Y 





G00D OPPORTUNITY 


SHOE SALESMEN WANTED 


MUTUAL SHOE CO. INC. 


145 Duane Street, New York, N. Y. 


Wholesale distributors of High Styled 
Women’s Shoes, residing in the follow- 
ing territories: 
1. Western Pennsylvania and Ohio 
2. Baltimore and Washington, D. C. 
3. Eastern Pennsylvania, excluding 
Philadelphia 
4. Virginia and West Virginia 
5. Illinois and Wisconsin 
6. Michigan 
May consider sideline men. 
All replies treated confidential. 








LIVE WIRE ‘SALESMEN 


to Carry a Complete Line of | | 





Women's Dress Shoes, Sport Ox- | | 
fords and Casuals for a Live Wire | 
Wholesaler. The shoes are tops | | 
in its field. A permanent and | 
profitable connection for the right | 

| 


party. Territories open are 
Alabama Mississippi 
Florida Oklahoma 
Georgia Tennessee 
Louisiana 


Address Box 287, care BOOT & SHOE RECORDER 

















100 East 42nd Street, New York 17, N. Y. 


EXPERIENCED 
SHOE SALESMEN 


EXCELLENT OPPORTUNITY for Live 
Wire Salesman to represent a New 
England Manufacturer's Line of out- 
standing Women's Goodyear Welt 
Shoes. Retail range $6.00 to $7.00. Can 
maintain non-conflicting line if desired. 
State territory preferred and present 
line represented. Give full information 
regarding background. 


Address Box 302, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











vance. 
tisers on contract. 
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CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When o box number is 
desired, addressed to ony of our offices, 12 words must be added for this and charged at the word rate. 


name and address is used, count each word (street number is one word) at word rote. 
Send check or money order with your copy. No accounts are opened for classified advertising except for regular adver- 


The rate for all displayed or boxed in classified advertisements Is $10.00 an inch with a maximum of 46 words per inch. 
Advertisements for this page must be in our New York Office 10 days preceding publication date 


Classified advertising is payable in ad- 


If advertiser's own 
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SALESMEN WANTED 


SALESMEN WANTED 








WANTED 


DISPLAY SHOE SALESMAN 


Make Big Money selling as a 
Sideline to the same accounts as 
you call on now. A complete Line 
of Display Materials. We are 
Manufacturers and Converters. 
20% Commission. Wonderful op- 
portunity for the right men. All 
replies confidential. 


Address 312, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y 














SALESMAN WANTED 


Experienced man with following among 
Chains, Major Department Stores and Large 
Individua! Retailers in the states of North 





AN OPPORTUNITY 


To Sell Nationally Advertised 
LITTLE JUDITH SHOES 


TERRITORIES 


BALTIMORE—WASHINGTON 
MARYLAND—VIRGINIA— 
W. VIRGINIA 
NEW ENGLAND STATES 
PENNSYLVANIA 
TEXAS 





LITTLE JUDITH carries PARENTS’ 
MAGAZINE endorsement. A large 
national advertising campaign is now 
in process. 


PROMENADE SHOE CORP. 
118 West Broadway New York 








Carolina, South Carolina, Georgia, Alab 
Florida and Mississippi. Represent factories 
making Outstanding Line of Women's and 
Men's hand sewn Moccasins, Capeskin and 
Shearling Slippers, hard and soft sole indoor 
and outdoor Casucis. Headquorters in At- 
lanta preferred. Commission basis. Can be 
handled as side line. Please give full par- 
ticulors first letter, naming some of the 
accounts and lines handled. Your reply con- 
fidentia! 


Address Box 305, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








CHICAGO— 
MID-WESTERN REPRESENTATIVE 
wanted by well-established stitchdown fac- 
tery making better grade shoes for the 
volume trade. Line to be given on straight 
commission with drawing account. Reply giv- 
Ing full details, experience, qualifications and 
references to 
COMFORT SANDAL CO. 
Long Island City, N. Y. 











In Stock Manufacturer of Nationally 
Advertised Men's and Ladies’ Me- 
dium Grade, all Leather Sandals and 
Slippers. catering Exclusively to 
Retail and Department Stores, has 
opening for Sales Representatives 
in Indiana, Ohio, Western Pennsyl- 
vania, Carolinas, Utah. Colorado, 
New Mexico, Nebraska and New 
England States. 


Address 306, care BOOT & SHOE a 
100 East 42nd Street, New York 17, N. Y. 








SHOE SALESMAN 


Wanted by a New England Manu- 
facturer of Popular Priced Wo- 
men’s Arch Type Shoes for the 
West Coast. Applicant must have 
a successful record in selling to 
Large Retailers, Department and 
Chain Stores. Straight commission 
basis. All replies will be held in 
strict confidence. 


Address Box 285, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














WANTED 


Experienced Salesman 


for 
Children's Branded Shoe Line 


This Nationally Advertised Brand has a 
Lucrative Territory open (Indiana and 
Michigan}, for an alert go-getter who 
knows this territory. He should now be 
residing in this territory. Write fully, 
stating business background, education, 
etc. 


Address Box 318, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








SALESMEN WANTED 


For Manufacturer's Line of Misses’ 
and Children’s High-Grade Stitch- 
downs. Approximately 35 sam- 
ples In-Stock Department; Widths. 
Commission basis. Territories 
open: New York State, California, 
Arizona, New Mexico, Missouri, 
Kansas, Southern Illinois. 


Address Box 319, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











Manufacturer Top Texas 
Made Cowboy Boots 


Has openings on commission 
basis for proven full and side 
line salesmen 
In following territory: 
U. S. East of Mississippi 
River, South Dakota, 
Nebraska, Wyoming, Arkansas, 
Montana, North Dakota, and 
Louisiana 
Reply to: 


Address Rox 296. care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








January 15, 1948 











SALESMEN WANTED 








ONE OF THE LARGEST 
ESTABLISHED 
PENNSYLVANIA WHOLESALERS 


Wants Road Men to carry General Line 
of Jobs, Government Surplus and In-Stock 
Arch Shoes ($4.98 retailers), and Men's 
Dress Welts ($7.50 retailers), as well as 
Work and Safety Toe Shoes, etc. All In 
Stock Merchandise. Commission basis. 
Most territories open. 


Address Box 299. care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











WANTED 
EXPERIENCED SHOE SALESMEN 


For Good Grade and Popular Priced Men's Shoes 

at 5% commission, for Connecticut and New York 

Pennsylvenia and New Jersey; and Virginia, Wash- 

ington. D. C., Maryland and Delaware States 

(her territories are open 

Address Box 320, care BOOT & SHOE s\n 
100 East 42nd Street, New York 17, N. 











1%, ADDITION to advertisements in each issue 

of leading trade publicati ons including “Boot 
and Shoe Recorder,” “Display World,” “Crea- 
tive Footwear,” “Dun’s Review,” etc. (see our 


advertisement on page 143 of this publication), 
we are going to mail literature and broadsides 
ree times during 1948 to over 30,000 retail 


she stores and department stores. Inquiries will 
be referred to you for follow-up. This is an 
excellent opportunity to take on a highly profit- 
able, non-conflicting side line. Territories are 
exclusive. Liberal drawings against commissions 
Write today for literature and details. ROGER 
KENT CO., 211 N. 7th St.. St. Louis, Missouri 


ALESMEN WANTED COVERING CHIL- 
DREN’S SHOE STORES to sell inexpensive, 
give-away Novelties, Comic Books, Toys. Ad- 
lress $317, care Boot & Shoe Recorder, 100 
Fast 42nd Street, New York 17, N. Y. 





ALESMEN WANTED: FULL LINE OF 

MEN’S Dress, Women's and Children’s 
Shoes. BLAIR & ROSS, INC., 23 Beckman 
Street, New York 7, N. Y. 





ALESMEN TO SELL COMPLETE LINE 

HAND TURNED SLIPPERS AND 
WOMEN’S COMFORT SHOES on commission 
basis in the following states: Minnesota, Iowa, 
Missouri, Kansas, Illinois, Ohio, Indiana, Okla- 
homa, Pennsylvania, New York, New Jersey, 
Maryland. Address 2288, care Boot & Shoe 
Recorder, 190 East 42nd Street, New York 17, 
N.Y 





OUTHERN, Northern, Eastern, and Western 

Territories open with one of the oldest shoe 
manufacturers in the South. Young men inter- 
ested in selling shoes invited to write, as well 
as experienced road men. Address #292, care 
Root & Shoe Recorder, 100 East 42nd Street, 
New York 17, N.Y 


NDIANA, ILLINOIS, OHIO are open for 

this Well-Known Trade-Marked Line of In- 
Stock Juvenile Footwear. Can be carried with 
a non-conflicting line. SINBAC SHOE CO., 
CHICAGO, ILLINOIS 





S“! ESMEN FOR VIRGINIA, NORTH AND 
SOUTH CAROLINA AND FLORIDA to 
carry a Line of Growing Girl Novelty Welts 
and Flatties; also a Line of Women’s Casuals. 
Will be at Hotel Charlotte, Charlotte, N. C., 
January 25th and 26th, MADISON SHOE 
CO., 149 Duane Street, New York. 


EW YORK STATE. Direct Factory Dis 
tributor Rubber and Tennis Footwear, 
plete Line. Representative with good following 
only. GOODYEAR-KEYSTONE COMPANY, 
319 Arch Street, Philadelphia 6, Pa. 
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SALESMEN WANTED 


HELP WANTED 


HELP WANTED 





TRADE MARKED, JUVENILE LINE 
STOCKED IN CHICAGO has opening in 
Wisconsin, Illinois, Indiana, Ohio. Can be car- 
ried with non-conflicting line. Address #309, 
care Boot & Shoe Recorder, 209 South State St., 
Chicago 4, Ill. 





T OP MEN WANTED BY MANUFACTURER 
to carry beautiful Line of Ladies’ Novelty 
Soft Soled Slippers, priced right for Depart- 
ment and Chain Steres. Following territories 
open: South, Southwest, Pacific Coast and North 
Central States. Only men with successful back- 
ground considered. Address #308, care Boot & 
Shoe Recorder, 100 East 42nd Street, New York 
We Me Ue 





ALESMEN WANTED TO SELL HIGH 

GRADE LINE of Three Sole Process Stitch 
Down Oxfords and Sandals; Also Tennis. Ter- 
ritories open: etropo'itan area, New York 
State, New Jersey, Middle Western States and 
Southern States. Address #313, care Boot & 
Shoe Recorder, 100 East 42nd Street, New York 
7, me 





SIDE LINE SALESMAN WTD. 


eaL Ne SALESMAN WANTED TO 

CARRY HIGH GRADE Cptass Ne 
Shoes —~ Ankie Straps. Commissi 
References. State Territory. ‘Address #234, 
care Boot & Shoe proareee 100 East 42nd 
Street, New York 17, 








MANUFACTURER OF METAL, RHINFE- 
STONE AND CUT STEEL SHOE 
BOWS desires Salesmen calling on Ladies 
Shoe Trade, to carry one small tray of terrific 
Metal Ornaments, RHINESTONE CREA- 
— 751 No. 39th Street, Philadelphia 4, 





WANTED 


Sideline Salesmen to handle Well Es- 
tablished Line of Infants’ and Chil- 
@ren’s Shoes in all Southern States, 
excluding the Carolinas. Man also 
wanted for St. Louis area. 


Address 315, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











ANY STATE TO HANDLE MANUFAC. 

TURER’S Popular Priced Line of Men’s, 
Boys’ and Women’s kid leather McKay process 
slippers, Commission Basis selling to Retailers, 
Department and Chain Stores. Address #307, 
care Boot & Shoe Recorder, 100 East 42nd St., 
New York 17, N. Y. 





IDE LINE SALESMEN CALLING ON 
SHOE BUYERS for Nationally Advertised 
Product, on 15% commission. 
traveling expenses with this item. 
— ounces. Write Box 4897, Waeshinewen 
8, D. 





POSITION WANTED 





ground desired but not essential. 
work; 


SHOE DEVELOPMENT MAN 


To Undertake a Program for the Development of New Types 
of Heavy Duty Footwear for Established Organization 


Imagination and ability to utilize and adapt new ideas primary requirement. Prefer a younger 
man with a general technical knowledge of shoe design, who has had several years’ experience 
in position of increasing responsibility and who has real creative imagination; 
interested in opportunity to develop himself along technical and administrative lines with oa 
view to qualifying ultimately for position of major responsibility. College engineering back- 
Indicate limitations if any as to locations where willing to 
salary expected; and also give detailed statement as to prior experience in shoe 


one who is 


rt photo. 





industry or elsewhere. Enclose Pp or 


Address Box 250, BOOT & SHOE RECORDER, 100 E. 42 St., New York 17, N. Y. 











ANTED: EXPERIENCED BUYER AND 

MANAGER for Exclusive, high grade 
Ladies’ and Men's Shoe ey familiar with 
Window Trimming. Located i Alabama 
City. Write in first letter celapenen, experience, 
and age. Guaranteed salary $5,000.00 annually, 
with bonus arrangement. Address #272, care 
Boot & Shoe Recorder, 100 East 42nd Street 
New York 17, N. Y. 


BUYER AND MERCHANDIZER 


of Popular Priced Shoes for Men 
and Women and Children. Must be 
experienced in stock control, chain- 
store operation, promotion. We 
operate a chain of 14 stores in 
South Texas. Wonderful oppor- 
tunity for the right man to make 
a desirable connection. Good sal- 
ary and bonus. 


Address 289, care BOOT é SHOE ageenese 
100 East 42nd Street, New Yerk 17, 











MANAGER 


For Ladies’ Shoe Factory in Maine. Must be able 
© tte Cae ¢ ae S and Sales, 
and have record of successful sccomplishments in 
similar positions. Excellent comme possibilities 
based on salary and profit sharing arrangement. 
Write fully, a experience, references, salary 
desired. Confidentii 
Address 314, care ‘aeat es oe ro 
100 East 42nd Street, N 17, § 














POSITION WANTED 





Poorwess SALES EXECUTIVE AVAIL 

BLE February, 1948. Interested Branded 
.. Address #274, care Boot & Shoe Re 
“sr 100 East 42nd Street, New York 17, 





RE YOU LOOKING FOR A TOP SHOE 

SALESMAN-MANAGER to put New Life, 
New W indows, New Ideas and Modern Smart 
Merchandise in your Store? Past and present 
record substantiates my ability. Married; 32: 
will leave city. Write: NATE BERNSTEIN, 
1511 South Millard, Chicago. 





HELP WANTED 


D° YOU WANT TO LIVE IN ALABAMA? 
““ One of the South’s largest shoe retail organ- 
izations has two openings for men interested in 
training for positions as managers of our stores. 
These jobs lead to responsible highly paid 
executive positions. Age brackets between 26 
and 40. College education preferred but not 
necessary. Positions are permanent, with an 
organization of complete financial stability and 
nee. Toranto Bros., Inc., Birmingham, 
AlaDdDama. 
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ANAGER, HIGH GRADE FAMILY SHOE 
STORE or Ladies’ High Style Shaner. 
Young Man, 15 Years’ Experience. t 
References. Address #291, care Boot ‘ Shoe 
“~~ 100 East 42nd Street, New York 17, 





ANAGER of Women’s and Children’s Shoe 

Department desires position. Twenty Years’ 
Experience; Excellent References. Address 
#301, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





MARRIED MAN, 33 YEARS OLD; 16 Years’ 
Experience in Selling, Display, and Stock 
Control, desires position with reputable firm with 
opportunity for advancement. Presently em- 
ployed. Willing to leave town. Excellent refer- 
ences. Address #303, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York 17, 
N.Y. 


| 
| 


| 








LINE WANTED 








MANUFACTURERS 


West Coast Shoe Travelers Associates have capable 
salesmen in their te represent your 
company. All territories Denver West. if yeu have 
epenings in above territories communicate at ence 
with our Association, WEST COAST SHOE 
TRAVELERS ASSOCIATES, ROOM 820, HAAS 
BLOG., 219 WEST SEVENTH STREET. Los 
ANGELES (4, CALIF. 











PACIEIC COAST SALESMAN OPEN FOR 

FACTORY LINE MEN’S WELTS in $7.95 
to $8.95 range. No Jobbing Lines. Permanent 
Los Angeles office. Can come East for inter- 


view. Address: Box #273. care of Boot & Shoe 
Recorder, 5410 Wilshire Blvd., Los Angeles 36, 
Cal. 





ATTENTION 


MANUFACTURERS OF 
ATHLETIC SHOES 


LOOKING FOR 
NATIONAL DISTRIBUTION 
OF YOUR PRODUCT? 


Well Established and Reputable 
Manufacturers Agent Located in 
New York City is seeking new 
Lines of Football, Basketball, Bowl- 
ing, Baseball, Track, Ski and Skat- 
ing Shoes to introduce to Sporting 
Goods and Allied Trade Stores. 
Must be Top Quality Footwear, 
wholesaling between $5.00 and 
$6.00 in order to satisfy our Clien- 
tele who purchase an average of 
40,000 to 50,000 pairs from us 
annually. We are equipped to 
do a real merchandising and dis- 
tribution job for the right manu- 
facturer. 


Address Box 239, care Seer & SHOE fapegees 
100 East 42nd Street, New York | 











AT MANUFACTURERS! A 

LINE OF MEN’S LEATHER 
SL PPE RS and Men’s Stitchdown Romeos from 
large volume producing manufacturer wanted by 
reliable Boston resident with 20 years’ experience 
in this line, selling to Established Accounts and 
Chain connections in all States. Retail $4.00- 
$5.00. Address Bax #286, care of Boot and 
Shoe Recorder, 10 High Street, Boston 19, Mass. 


Boot and Shoe Recorder 




















+ Diane 

































AGENT WANTED | AGENT WANTED | AGENT WANTED 


MANUFACTURERS AGENT WANTED 


WE WANT AN AGENT WITH OUTSTANDING ABILITY AND A FIRST CLASS 
CONNECTION, WHO CALLS ON THE JOBBING TRADE IN THE NORTHERN 
STATES FROM COAST TO COAST, TO HANDLE ON A NATIONAL BASIS THE 
AMERICAN SALE OF THE PRODUCTS OF THE WORLD’S LARGEST MANUFAC. 
TURERS OF ALL WOOL HEAVY FELT FOOTWEAR. IF YOU HAVEN'T GOT 
WHAT IT TAKES—PLEASE DO NOT APPLY. 


Address 311, Care BOOT & SHOE RECORDER, 100 East 42nd Street, New York 17, N. Y. 
































WANTED — MANUFACTURER'S AGENT 


for Nationally Distributed and Private Label WANTED TO LEASE WANTED TO PURCHASE 


Shoe Polish Lines. Write VANGARD CHEM. 
ICAL CORP., 3903 Garfield, St. Louis, Mo. 




















WANTED TO LEASE | A eS S 
Store vicinity Ohio or naylvania : ~ 

Population about 20,000; — Desartment For Stock, Stores, and Leases; Penn- 

MANUFACTURER'S LINE OF SHOES for topnotch promotional Long sylvania, New Jersey, Maryland or 
yg — by hang = aoe Seleomen Experience: Sound Sechgreend. . Delaware. 

with ce in Chicago's Shoe olesale District. 
Address Box #290, care of Boot & Shoe Re- agin 258, ears BOOT & SHOE RECORDER Mime Cant tied Soest, New You U7, MY. 
corder, 209 South State St., Chicago 4, Ill. 100 East 42nd Street, New York 17, N. Y. 

















FOr VOLUME BUYERS IN MIDWEST. 



































a  Sase Siiee er ad gage Ty = $ $ S$ $$ $ $ $ $ $ $ 
) cturer. Address: #293, car t 
and Shoe Recorder, 1221 Locust St. St. Louis, | WANTED TO PURCHASE $ 
- Lemna a $ Turn Your Surplus Stock 
EST COAST. Former Shoe Manufacturer, $ 
Well Koown’ in the Trade, desires, Nation GET TOP VALUE $$$$ Into Cash $$$$° 
ally Known Line of High Styled Women’s g 
Novelty or Low Heeled Shoes in Baby Dolls, In Selling Your 
ete., carried exclusively. Address: Box #297, e SURPLUS STOCKS or CLOSE OUTS—JOBS— 
care Boot and Shoe Recorder, 5410 Wilshire ¢ COMPLETE STORE $ . 
Bivd., Los Angeles 36, Cal. Room 307. MITTA SHOE CO $ Complete Stocks—Gov't . 
Neen CA e * 
XPERIENCED SHOE SALESMAN WITH 120 No. 4th St. Phila. 6, Pa. Surplus Footwear—Clothing 
~ oo ey ny Ly a, Popular Phene—LO mhard 3-2062 $ 
rice omens Novelty Shoes tor t rovinces 
of Ontario and Quebec, Canada. —- ow $ WELDON SHOE & SLIPPER co. $s 
oot & Shoe Recorder, 100 st 42nd St., 
New York 17..Y. WANTED TO BUY 720 Fifth Ave. Pittsburgh 19, Pa. 
Two sets of slightly used chrome shoe $s Phone: ATieatis GS 
| | window display sets. 12 or 24 slightly $ssss8Ss $888 $8 
FOR SALE | | used chrome with red leather or leather- 
ette shoe fitting chairs and six fitting 
stools. 
MoM AcuiyERy for cate: - GsMC 9 i. Address 295, care BOOT & SHOE RECORDER WILL BUY CLOSE — 
i = COMPLETE ST 











Sole Dinker. Address #281, care of Boot and 
Shoe Recorder, 10 High Street, Boston 10, | | 


leis 7 of Quality Shoes for Men, Women and 
Mass. LADIES OR FAMILY SHOE STORE IN Children 











, FI mr te $50,000 ociams or more. ~~ FOR CASH 
ss ull particulars; rent; lease; lines carried. - 
FOR SALE. Established Men's and Boys’ Shoe | sles cculiatl. Eiiens 2604. eas ts © BROITMAN-GAFFIN SHOES, INC. 
Store in Prosperous Southeastern Pennsyl- Shoe Recorder, 100 East 42nd Street, New York 147 Duane Street New York 7, N.Y. 
vania Town of 30,000. Good Location; Branded | 17, N.Y. Telephone: WOrth 2-4548 
| 
J 


Lines; Inventory about $12,000, dollar for dol- 
lar. Address $298, care Boot & Shoe Recorder, | = 
100 East 42nd Street, New York 17, N. Y. | S HOE STORE IN IOWA. Volume $25,000 

up. J. Kramar, 2133 Fir Street, Glenview, 






































i 
| Tino : 
OR SALE: Family Shoe Store, Well Rated; saiaate. 
Established 20 years in Passaic County on 
the Main Street: 20 ft. front and 100 ft. deep; | 
selling Nationally powind ~y ay has | WE BUY To 
10 vears to run. wners have ot interests. TT 
Addr ess 2300, care = &  < 100 | SURPLUS AND COMPLETE STOCKS SAM CAMI A & SONS 
East 42nd Street, New York 17 95 Reade St., New York 13, N. Y 
OF BETTER GRADE SHOES vo NO ° ° 
= FOREMOST SHOE BUYERS SINCE 1906 
FAMILY SHOE STORE, ESTABLISHED | FOR CASH COrtiandt 7-4378-9 
FOR 15 years in the Largest City in South- 
ern Ohio. Located in the heart of the best SHORT LEASES ASSUMED 
suburban district. Nationally advertised Lines. | 
Very clean stock at inventory cost. Pays toin- | YOUR NAME AND BRAND 
vestigate. Address 3310, care Boot & Shoe PROTECTED MY HOBBY 
ae. 100 East 42nd St., New York 17, IRVIN RUBIN INC Sellin for 35 
N.Y ' . Buying, g Shoes yeeors 
ner cuaiie ein aan hie Ghaedin “The House of Jobs” CASH TOP PRICES 
Al - . - : owntown fe) » isconti stocks 
i Ohio. Very modern. Good lease, low rent | 89 READE STREET D aved 
on ” story rey + a qgeouyied. New York City HARRY HESS 
Ideal Location for in tlet an arehouse. Reade Street New 
CURLEY’S SHOES, INC., 435 Summit St. | Phone BARCLAY 17-7887 ” ateshanss m.. sates 
Toledo, Ohio. { 
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WANTED TO PURCHASE | WANTED TO PURCHASE 


WANTED TO PURCHASE 
















ATTENTION! 


SHOE JOBS 
QUALITY SHOES SINCE 1932 


“While in Town See Weil” 





Manufacturers eee Retailers... 
and Chains 
We want to buy men's, women's 
and children's shoes. 
M, K. WEIL SHOE COMPANY 
1215 Washington Ave. 
- Lovis 3, Mo. 














CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 
93 READE ST. NEW YORK 13, N. Y. 
Telephone: WOrth 2-2515 














MERCHANTS’ NEEDS 





BARIS BUYS for CASH 


Quality Shoes for Men, Women . 
and Children Short Term Leases Assumed 


Scrupulous Protection foes. ru UCM UC eee 


SARIS SHOE CO., Inc. 






Tel.: WOrth 2-5180 


New York 7, W. Y. 








MERCHANTS’ NEEDS | MERCHANTS’ NEEDS 








All Shoemen should own an ALL PURPOSE SHOE STICK 


$2.95 P.P. SAVE SALES 

Easy to Use for all types 
of shoe stretching on men's, 
women's and children's 


Gvoranteed for All Time shoes. 
ALL PURPOSE SHOE STICK CO. 


INVISIBLE 
SHOE 
FORM / / 


For a cae <.. 
sent fo ister Se, @ the shoe and not the 
open imps perfectly 
and easily in less time. ame the Coieoe, fits 
either shoe and brand names are not 
concealed. Made from high quality clock 
spring steel. $3.00 per dozen pairs. Dis- 
count on 12 dezen pairs or more. 


F.B.F. DISPLAY CO. 


Route 2, Box 646, indianapolis 44, indlese 








ROOM 204 
129 N. MAIN ST. ROCKFORD, ILLINOIS 














*ADULT MODEL $15.00 
*JUNIOR MODEL $15.00 


Efficieney 
Of Fit 


YOURS WITH THE NEW 


Ba 


Win the Brannock Adult and 
Junior Model Devices, the shoe fitter 








NEW ADJUSTABLE 


can get immediate “‘Heel-to-Ball’’ — Price ticket 
“Heel-to-Toe”’—’’Width-at-Ball” direct — ns in Pouy Li P 
measurements. This means speedy, posi- ice Ti 
accurate fitting; more sales per fitter; tion at all for Price ar 


more perfect fitting; fewer misfits times. 
with their subsequent costly and This is an ex- 
pater endl clusive pat- 








*Available at special cooperative price ented feature. 
Mn Fag Ng hw Fees $5 gross 
write to $2.75 
half gross 
THE A 
BRANNOCK DEVICE M. D. POLLINGER CO. 





COMPANY 
Syracuse 4, New York 






HOLLAND BLDG. ST. LOUIS, MO. 




















FIT COMES FIRST 


with the original 
SHOE DOCTOR SHRINKERS 


Gt large areund the tep. 
slip at the heel, or gap at 
the sides. Any fullness er 
wrinkles im leather or fab- 
rie are easily shrunk with- 
Curved type ires out harm. 

Specia! combination offer $42.50 (fluids. 
lictuded In above prices). 

tend your order er write for detail informatica. 


E. C. SMELTZER CO. 


131 EB. Gist Street, Indianzapeli«, Ind. 





tals 00 Ideas 


FOR YOUR 


NEWSPAPER ADVERTISING 


— if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


A quarterly matrix service of 
carefully written copy, 
graphs and beautiful art work for 
direct mail and newspaper ad- 
vertising. ° 


2. Vincent Edwards idea Clip- 
ping Service 
Actual newspaper tear sheets of 
ads of shoe stores; you select the 
exact stores and cities you want 
to see or leave the selection to 
our advertising staff. 


* 

VINCENT EDWARDS & CO. 
World's largest advertising service 
organization 
342 Madison Ave., 

New York City 
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“THE APPEARANCE OF OUR LINE HIT A NEW HIGH 
when our factory turned to United for Finishes” 








The Sales Manager who asked for better finishes for his entire 
line may — or may not know 4ow the factory obtained results. 


In this case, his finishing room foreman called in a United Finish- 
ing Specialist to analyze finishing practices, to suggest and demon- 
strate the way to get the best results ... and to supply the materials 
for the job. 


United Finishing Specialists can provide you with finishing for- 


mulas and methods that will restore and enhance the original char- 
acter of the leather surface. Throughout the country, these men are 
helping manufacturers improve the appearance of their shoes. 


: For help in stepping up the “buy appeal” of your line call upon the 
‘ F OR UPPERS services of the qualified United Finishing expert in your area. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


Care Sees verre ~ 
| EDGES 
WHEELS. EDGES 
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No Finér Compliment! 


No finer compliment can be paid Nunn-Bush 
Shoes than this—that a> lan” should prefer 
them above all othérs. Such Nunn-Bush prefer- 
@nee is so widespread ami@nigndiscerning men.that 
you might like to know the reason. Instead of 
“receiving a customary worker’s wage, each Nunn- 
Bush craftsman is "Paid a share of-the value of 
allshe produces. From this fair share grows a 
realizatiomsthat YOUVare his real employer. So he 
puts all bis skill and earnestne’s.into an effort to 
earn your-loyalty by ‘making Nunn-Bush, shoes » 
the world’s most SATISFYING shoes for meh. 


>, 




















Tieless Slip-ons 
~« Nunn-Bush Slip. are street shoes designed without the 
" customary ties: Shoes that slip on and off without lacing 

are a great conveniénce. Nunn-Bush makes thett,,practical rey , 
with the sniig. “heel pocket” comfort of Ankle-Fashioning. ,? « A . ; ary 


_ : “ . ~~ 
u 1 -B sh 
y : : o> 2 , ‘4 te 
; Style 423 ~ 


- ~ See Your Loci Nunn Bush - es PE, 
NUNN-BUSH SHOE CO «4 Pe MILWAUKEE!,WIS. 
™ ~~ ‘ o ~~ 
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